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That’s the question that is now being 
asked manufacturers by hundreds of 
appliance dealers. And well they may 
ask, for no matter how good an appli- 
ance may be, it can provide no profit 
for the dealer while hanging on the 
manufacturer’s “‘back-order” file. We 
at Apex appreciate the importance of 
deliveries—and we are doing some- 
thing about it. Our reconversion plans 
are completed and our production 
assembly line is ready for speedy in- 
stallation. We are planning, striving 
now to be among the first to deliver 
washers, ironers and cleaners in 
quantities to appliance dealers. 


For years, Apex has been one of the 
largest makers of appliances in 


One of several new Apex war plant additions 
soon to be converted to appliance manufacture. 


M7 


America. Wartime plant additions 
(like the one pictured above) and new 
manufacturing facilities make it pos- 
sible for Apex to now produce appli- 
ances in even greater quantities. Add 
to this advantage, the six other sell- 
ing advantages offered by Apex and 
you'll understand the enviable posi- 
tion that Apex Dealers will enjoy in 
postwar days. 


There are still opportunities for Apex 
distributor and dealer outlets. Your 
community may be one. Write at once 
for the Apex Postwar Profits Plan. 
Learn how you may qualify as an 
Apex Authorized Dealer and obtain 
an Apex Preference Certificate. 


THE APEX ELECTRICAL MANUFACTURING COMPANY - CLEVELAND 





THE APEX 
AUTHORIZED 


1]. PRECISION-MADE 


DEALER 
ENJOYS 
PROFITABLE 
ADVANTAGES 


APPLIANCES 


Apex now works with tolerances 30 
times finer than the human hair. This 
new technique will assure finer 
mech operation, longer 
wear—and fewer service calls. 





2. OUTSTANDING 


SELLING FEATURES 


New Apex automaticand conventional 
washers, ironers and cleaners will 
possess outstanding sales advantages. 


3. DISTINCTIVE 


STYLING 


Apex appliances have long been 
noted for ultra smart styling and 
dominant floor appeal. 


4. CONTROLLED 


DISTRIBUTION 


Apex controlled distribution will pro- 
vide dealers with ample territory to 
eliminate competitive price-slashin 

practices. Controlled distribution wi 

protect your profits. 


~NEW SERVICE 


FACILITIES 


Apex Service Division now has its 
own miniature factory where parts 
are made and appliances repaired on 
moving assembly line—a definite part 
of our postwar planning. 


6. EFFECTIVE 


PROMOTION 


Ages advertising and promotion will 
tell a straight forward story on the 
advantages of Apex products. Will 
emphasize selling features and their 
importance to the user. 


7 ENLARGED 


PRODUCTION 


Apex plants have been greatly ex- 
panded to build war materiel. These 
increased facilities will permit 
greater-than-ever production of 
peacetime appliances. 
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RECONVERSION 


PB’s first permission to manufacture an appliance 

under the “spot authorization plan” is not of any 

help to appliance retailers hungry for new mer- 
chandise to sell. This permission was given to Electrolux 
Corporation to make a limited number of vacuum cleaners 
which will be sold through their established system direct 
to the consumer. 

The considerations involved in the authorization were: 
(1) Electrolux makes its own motors (so do other cleaner 
manufacturers.) (2) The company faced layoffs. Only 
31 workers would be involved in the reconversion. (3) 
Electrolux has on hand “large quantities of fabricated or 
partially fabricated parts, also raw material purchased 
before the date when manufacture of vacuum cleaners 
. ceased.” Price will be the pre-war figure of $69.75 a cleaner. 

With this action WPB disposes of the argument for 
reconversion on a basis of allowing all makers to get off to 
an even start. It follows the announced policy under the 
“spot authorization plan” to get reconversion started 
wherever possible without interference with war produc- 
tion. 

The advantages in getting set for quick large production 
and the sales advantage over the retail trade gained by this 
direct to consumer manufacturer are evidently of no con- 
cern to the officials who sanctioned the order. 


N the other hand industry has cause for gratification 
in the WPB announced plan of action for increased 
civilian production after the defeat of Germany. 

“Our plan is simple,” has stated J. A. Krug, acting 
chairman. “When X-Day comes, WPB will strip down 
as follows: 

“All limitation and materials conservation orders that 
can possibly be removed will be stricken from our books. 
A line-up of the orders to be eliminated has been worked 
out. We will, however, have to retain a specific control 
on those materials which are likely to be tight even after 
the defeat of Germany and which are essential to produc- 
tion of munitions. These tight materials, as they now 
shape up, include cotton textiles, crude rubber, tin, lumber, 
cordage fibers, some chemicals, and a few other items may 
be added to the list. 

“Thus the plan gives considerable freedom of individual 
choice. Any manufacturer or contractor will be able to 
carry on any operation he sees fit provided he can get the 
necessary manpower, materials, components, machinery, 


and plant. We do not intend to program civilian produc- 
tion.” 


RICING policies, are subject to’ what seems to be a 

difference of opinion between Chester Bowles, price 
administrator and James F. Byrnes, director of war 
mobilization. On September 15 Mr. Bowles said that 
OPA will price new civilian goods as nearly as possible 
at levels prevailing in 1942. Adding details, he said that 
1942 price tags on such items as automobiles, electric 
washers and radios would be replaced in as many instances 
as possible as factories are reconverted. 

Mr. Byrnes in his Sept. 7 report to the President on 
reconversion states that “articles not now produced, such 
as automobiles, radios, refrigerators may have to be priced 
somewhat above the prices prevailing in 1941 when 
civilian production was stopped.” 

He observes that “One practical way would be to 
authorize a percentage increase over earlier prices for arti- 
cles which have ‘been out of production for some time, with 
the right and duty devolving upon OPA to adjust such 
prices upward or downward in the light of experience. 
Since January 1, 1941, when the production of civilian 
durable goods was drastically curtailed, industrial whole- 
sale prices have increased. 

“Tt should be feasible for OPA to establish a general 
ceiling for articles out of civilian production for some 
time at a fixed percentage above the prices charged for 
such articles before civilian production ceased. This per- 
centage can be quickly computed on the basis of increased 
material, labor and other costs. Provision can be made 
to take care of hardship cases on appeal. As manufac- 
turers return to production, competition should cause 
some prices to drop quickly and substantially below the 


‘fixed. ceilings.” 


“A formula” said Mr. Byrnes, “is being determined to 
be applied in arriving at the percentage increase to be 
allowed. * * * No hard and fast rule can be applied to all 
industries but a price program is being worked out that 
will make certain that the reconversion to civilian produc- 
tion in any industry will not be delayed by lack of informa- 
tion on prices.” 

Mr. Byrnes makes sense with what he says. According 
to him there will be some limitation on price. Business 
approves of that. Certainly nobody in the appliance in- 
dustry wants to see a runaway price situation. But also 
pricing will be on a fair basis and no producer will be 
called on to lose money. 


Peep 





McGRAW-HILL 


PUBLISHING 


COMPANY. INC. 


JAMES H. McGRAW, Founder and Honorary Chairman 


James H. McGraw. Jr. Howard Ehrlich John Abbink 


President Executive Vice-President Executive Vice-Presi- 
dent for Editorial 


for Business Operations 

Operations 

Curtis W. McGraw 
Vice-President and Treasurer Secretary 
Office, 99-129 North Broadway, Albany 1, N. Y. 


Publication 
Editorial and Executive Offices, 300 W. 42nd St.. New York 18, N. Y. 


Joseph A. Gerardi J. E. Blackburn, Jr. 
Director of Circulation 


Electrical ery many October. 1944, Vol. 72, No. 4. Published monthly. Price 25¢ 
at = we days for change of address. Publication Office, 99-129 North 
» Albany, All Ke eg about subscriptions should be addressed 
irector of Circuistion, Elect Merchandising, 330 West 42nd Street, New 

York 18, N. Y. Subscription Fates United States, Mexico and Central American coun- 
tries, 50c a year, 75c for two years, $1.00 ow three years. Canada $1.00 a year, $1.50 
for two years, $2.00 for oa years, payable in Canadian funds at par. Great Britain 
and British Possessio: 9 shillings for one -ae§ 18 shillings for three years. All other 
t. 3 00 for three years tered as second class matter August 
Y., under the Act of March 8, 1879. Printed in 
U. 8. A. Cable Address “McGrawhill, New York.” Member A.B.P. Member A.B.C. 
way 1944, by McGraw-Hill Publishing Co., Inc., 330 West 42nd Street, New York 

Y. Return postage guaranteed. 








21 YEARS 


OF “KNOW-HOW” backs your 
ELECTRIC RANGE Franchise 
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IS YEARS 


OF ‘“KNOW-HOW” backs your 
ELECTRIC wine franchise 





When you take on that line of Electric Water 
Heaters — which you will if you've got your post- 
war ear to the ground — you will want a line that 
is tried, proven, and identified with a trade mark 
that enjoys full consumer acceptance. MONARCH 
is such a proven line. MONARCH will bring to 
you 15 years of experience in building this type of 
equipment — assuring you a definitely superior 
water heater to offer your trade. 











Write for exclusive franchise 


MALLEABLE IRON RANGE CO. 
3284 Lake St. Beaver Dam, Wis. 
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When the Order Comes to 


Previous Wars 

In 1918, slow communications 
delayed the transmission of 
“cease firing” orders resulting 
in countless casualties after 


official surrender. 












“Cease Firin g! 


Present War 

This time! .. . Thanks to 

modern radio communica- 

tions fighting will be stopped 

instantly in every theatre of 
war following surrender. 


entinel 
In World War II coordination of armed forces, to fire together 
for Victory, and to cease firing when Victory is won, has been 
attained through radio—and Sentinel has played.a prominent 
part in the development of this modern miracle. 
The vital wartime equipment that Sentinel is creating and 
producing is helping to bring swiftly the moment of surrender. 
Then, Sentinel will continue forward, conditioned by war- 


time experiences, to produce radio and electronic equipment 
that will bring volume sales to Sentinel dealers. 


SENTINEL RADIO CORPORATION 


2020 Ridge Avenue, Evanston, Illinois 
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Today, as the results of the Rittenhouse Survey of the 
wholesale field are tabulated, astonishing facts are being 
revealed. As thinking and opinion go down on:paper as 
percentages, a full factual picture of the possibilities in 


FACT 1 


76% of the electrical wholesalers of the Nation handled electric 
door chimes before Pearl Harbor. In actual figures, this would 
represent 1377 wholesalers, out of a grand total of 1812. 


FACT 2 
Of the wholesalers who previously have not handled chimes, 46% 
state that they will be in the business as soon as chimes are available. 
FACT 3 


From the figures contained in Fact 1 and 2 it may be deduced that 
87% of the Nation’s electrical appliance wholesalers will handle 
door chimes when production is resumed. 


FACT 4 
1173 wholesalers agree that fature sales volume will be substan- 
tially above that of top year, 1941. Highest estimate of annual 
dollar volume was pegged at $50,000 a year. 

FACT 5 


Largest actual dollar volume reported by a wholesaler was $25,000, 
this covering chime business in 1941. 


+ MENMMOUSE 


Lhe Wholesaler states 


tees 
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PART 2 






‘s stand 
the electric chime business is disclosed. Now you may 
know facts—the only basis for sound planning and 


profitable operation. Here are a few of the many the sur- 
vey has uncovered concerning this fast-growing business: 


FACT 6 
65.5% stressed the desirability of *national advertising and basic 
sales promotion, to the exclusion of all other types of advertising. 
This clearly points up the fact that national consumer acceptance 
is the outstanding factor in choice of brand to handle. 


*Rittenhouse Chimes were nationally advertised before 
Pearl Harbor; Rittenhouse won national acceptance. 


These are but a few of the salient facts from the survey. The 
net of it all is to add proof to the conviction that the chime 
business has assumed a position of real importance in the 
electrical appliance field. Follow this absorbing fact-finding 
activity. It will present for the first time a full, factual 
picture of the possibilities in this business for you. Under 
aggressive Rittenhouse leadership, chimes now move for- 
ward to take their rightful position as real profit-makers in 
the electrical appliance field. 


Next comes Part 3—the retailer's view —to be fol- 
lowed by the consumer report, presenting the cross- 
section opinion of 77 million people on chimes. 


The A. E. Rittenhouse Company, Inc. 
Honeoye Falls, New York 


TOMORROW'S BETTER DOOR CHIMES 
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3 Have you got the 
answer to this one? 











In the scramble for sales when reconversion comes, will you have enough Or more coverage of 247 towns of 1,000 or more population in the adja- 
production to take care of dealers throughout the United States? You cent region that looks to Chicago as its capital. To this powerful selling 
have your choice. You can try to spread your output all over the map, influence the Tribune adds a merchandising service based on firsthand 
or you can concentrate in the known, big-volume markets. experiences with appliance manufacturers who launched their products 
lf the latter plan seems to be the practical one for you, consider the and built notable sales successes with Tribune advertising. 
Chicago market, long noted for its ability to buy electrical appliances in When you are ready to sell, sell where the selling is good—in the 
amounts large enough to absorb all or a major portion of the total units Chicago market. And build your advertising around the Tribune, the 
made by a good many manufacturers. Here, ready to get going quickly for newspaper which is first with dealers because it is first with readers. 
you, is a strong, established dealer set-up, concentrated in a unified, Rates per 100,000 circulation are among the lowest in America. 


compact sales territory in which dealers and salesmen can be backed up 


by powerful, localized selling copy in a single, low cost proved medium— CHICAGO TRIBUNE 
the Chicago Tribune. 


To help manufacturers get going quickly when reconversion comes, THE WORLD'S GREATEST NEWSPAPER 
the Tribune offers its intensive coverage of buying power in the Chicago August average net paid total circulation: 
market—70°% coverage of all families in Chicago and suburbs plus 20% DAILY, OVER 975,000— SUNDAY, OVER 1,300,000 
TRIBUNE TOWER, CHICAGO 11 220 E. 42nd ST., NEW YORK CITY 17 155 MONTGOMERY ST., SAN FRANCISCO 4 


{2 For facts on current ownership of electrical appliances, brand preferences and other data on which you can build selling 
plans for solid success in this market, address C. S. Benham, Mgr., National Advertising, Chicago Tribune, Chicago 11, !'linois. 


PAGE 6 OCTOBER, 1944—ELECTRICAL MERCHANDISING EL 











A Good Name... Backed by 70 Years of Success! 
GOOD NAME comes from 


keeping faith with business 
friends and producing well-built 


trade-mark, bagked by 70 years 
of successful manufacturing and 
merchandising, is accepted as 


precision so imperative in war 
work will be apparent in post- 
war L&H products. 


merchandise that’s styled in 
tune with tomorrow. 


The Lindemann & 


the symbol of a good company 


‘ . Now is the time to plan for peace- 
and a reliable line of products. 


time prosperity. You are invited 
to plan with us. The complete 
L&H line of Gas and Electric 


Ranges, Electric Water Heaters, 


Hoverson 


z FLASHES IN THE RIGHT 


Today, the vast plant of Linde- 


mann and Hoverson is still pro- 





ducing precision-built war goods. 
It will continue to do so until OilStoves and other products will 


Victory is won. The micro- be a good line for you to sell. 





Mes es oP! 


oes A. J. LINDEMANN & HOVERSON CO. 
B 


L&H PRODUCTION IS NOW DEVOTED 
TO MAKING THESE WAR GOODS: 


Pins for tank tracks; anti-aircraft shells; elec 
trical control cabinets; containers for bomb 
parachutes; cartridge belt webbing; assembly 
of air compressors on U. S. army trucks; steel 


MILWAUKEE, WISCONSIN 
cases for truck tools and parts; Radar parts. 


CALAR 
- 


Manufacturers of ELECTRIC RANGES + ELECTRIC WATER HEATERS © GAS RANGES + OIL STOVES * PORTABLE OVENS + OIL HEATERS * WICKS 





Since 1875 
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The EASY Post-War Sales Bulleti 



























No. 12 
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Here’s what other 
Retailers say about 
this FREE service 


— 


P Fills a long existing need 


“I think this service is a fine 
thing and will prove very help- 
ful to large and small dealers 
alike. It fills a long existing 
need.” 
A. H. Palmatier, Gen. Sales Mgr. 
ROCKLAND LIGHT & POWER CO., 
Nyack, N.Y. 


P Of value to 8 or 10 new stores 


| 
I 
| 
| 
l 
| 
| 
I 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
“We are now in process of plan- | 
ning 8 to 10 new branch stores | 
and feel that your plan book | 
will be of value. 
| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 
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C. M. Gillespie, President, 
PEOPLES STORE, Tacoma, ih. 


P Show a careful analysis of 
retailer’s problems 





“These plans will be of great 
help to dealers regarding their 
post-war departments. Theplans 
show a very careful analysis of 
roblems we all have toconsider 
in making departmental lay- 
outs.” 
W. A. Ricker, Mgr., Home. Furnishings 
BOSTON STORE, Milwaukee, Wis. 


oO 


WHICH PART OF WHICH 
DISPLAY CAN YOU USE 


for your post-war washer selling? 


Though there are special suggestions for smaller dealers, 
even the larger displays can be adapted for smaller store 
use since each display is made up of interchangeable units. 
Be sure to see the Easy Post-War Idea Book and consider 
building a washer-selling display mow. It’s the most exciting 
collection of display plans ever offered. They apply to all 
types of stores, large and small. 











Will Sell Washers Through Floor Demonstrations 
These displays are designed for washer feature-selling. 
They are simple to build. The drawings — in color — are 
accompanied by architectural plans and construction details. 
Your choice — FREE—and without any strings attached. 
(You don’t even have to be an Easy Washer Dealer!) 





See how one of these practical dis- 
plays will fit into your store and in- 
crease sales. Just write on your 
letterhead for an appointment 
with our field representative — 
but hurry! No obligation. Address 
Dept. EM-10, Easy Washing Ma- 
chine Corp., Syracuse 1, N. Y. 


oO 


HOME LAUNDRY EQUIPMENT SPECIALISTS FOR 67 YEARS 





Hag 
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The order of the day, as final victory draws 
nearer, is reconversion to meet the needs of 
peacetime living. New Premier Vacuum 
Cleaners will once again be availab'e—sooner 
than expected, perhaps. Already announce- 
ment has been made of Premier’s new distri- 
bution policy—and of the splendid list of 
independent specialty appliance distributors 
who will carry it out throughout the Nation. 
Already women have been urged through 
advertising in such magazines as Good House- 
keeping, the Ladies’ Home Journal and The 
Saturday Evening Post, to place their “order” 
now for a new Premier—to discuss all their 


or 





AMC AME SS 


— 














Advertisements of the rape 38 shown 

5 at are chbearins. in T be Satur- 
oo Post, Ladies’ Home 

jth and Good Housekeeping. 


appliance purchase-planning with you. Are 
you ready for it? 


If you haven’t yet made arrangements to be 
a Premier dealer, get in touch with the 
distributor who will serve you—or write us. 
The order of the day in your case is “Don’t 
delay another day.” 


If you haven't received your copy 
of the new booklet, “Your Future 
as a Premier TU 
Dealer,” send = Guaranteed by > 
for it at once. we I 


"vt OF 
hae st0 wes 















GUARANTEED 
4 ERTFIED SERVICE 
For Vacuum Cleaners 
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ELECTRIC VACUUM CLEANER CO., INC. 








DIVISION 


CLEVELAND 10, OHIO 


ARE YOU 


READY FOR IT? 






























POT OF GOLD for retailers! Genuine Silex is a profit- 


maker, because Silex is ““24K’’—the standard by which all 
coffee makers are judged. 


GOLD EN PRESTIGE for your store! Silex adds to your 


reputation for carrying the top brand in every line. 


THE REAL THING! No need to apologize,““As good as 


Silex.”’ Millions already know that “only a Genuine Silex can 
make Silex coffee’”’—-Silex ads are telling millions more. 


GOOD AS GOLD on your shelves! Silex turnover is 


another exclusive Silex feature that can’t be copied. 


GOLDEN TOUCH in advertising! Silex national ads 


are telling more people . . . more times. . . that only Genuine 
Silex can make clear, full-flavored Silex coffee, because only 
Genuine Silex has the patented FLAVOR-GUARD filter. 


GO LDEN Oo U T LOO 4 ahead—with Silex! Sensational 


new Silex automatic electric steam iron will soon be in pro- 
duction, followed by important coffee maker developments. 


4 €X 


TRACT wane BIGIETERED © EB Pat OFF 


THE SILEX COMPANY + HARTFORD I, CONN. 
Creators of the Glass Coffee Maker Industrv 
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“| never dreamed it 


cold — — ——_ 


They wont believe their eyes 
when they see the new THOR 


“Amazing” is too mild a word for the new automatic 


THOR. It does things no washer ever did before—opens up 
sales possibilities that you never dreamed of. Better get in 


touch with your THOR distributor. 


HURLEY MACHINE DIVISION 


Electric Household Utilities Corp. 
54th Avenue and Cermak Road 
Chicago, III. 
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What Mr. Draper 
= @ Intends To Do After 
y Sunday Dinner 


— 7, 
i er aon) 2 
a ts 





H.. going to study the November issue of Woman’s 





Home Companion—see what women are being told about 
groceries, cosmetics, shoes, garments, home equipment. 
He wants to learn about his customer’s problems—and to see how his 
customer is learning about 4is problems. He knows good buying advice 
for customers is usually good selling advice for retailers. 

Yes, dealers and other business men are minding their business when they read the 
Companion. What they learn from every issue helps them to sell to women. 

The Companion is doing a notable job of ‘‘smarting” up women and customers, and 
shrewd dealers are reading the Companion more and more to know the 


modern woman they are dealing with. 


WOMAN’S HOME 


COMPANION 


THE CROWELL-COLLIER PUBLISHING COMPANY, PUBLISHERS OF 
WOMAN’S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINE 





FIGHTING CHAMPION OF HONEST BUSINESS 


ELE 
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pont BLM Ze 4 ‘T0 THis BIG MARKET 


OVER 19,000,000 
U.S.HOMES HAVE 
WO CENTRAL HEATING 





Smart dealers are planning a lot of extra postwar 
business around FLORENCE CABINET OIL HEATERS 


y= it’s a fact. Over 19,000,000 American homes depend on heaters 
other than central furnaces to keep warm. And millions more are 
prospects for cabinet heaters to act as auxiliary units. 


When you contemplate the giant size of this market you realize 
it’s right at your fingertips no matter where you may be located... 
in the large city or small hamlet...in a cold section of the country 
or a temperate one. It suggests that no postwar plan is complete unless 
it pays big attention to this really big market. 

Here at Florence we’re planning ways to help you 
get your share of it for extra postwar profits. Florence 
will offer among its line of ranges and heaters the 


most attractive and efficient Cabinet Oil Heaters your ¥ L Oo x e LN | C ‘a 
, business has yet seen. 


The Army-Navy 
“E” flies above our 
Kankakee Shel. 
Plant, won by its 
workers for excel- 
lence in war pro- 
duction, 








inn ’ ELECTRIC RANGES 
RENCE STOVE COMPANY ... General Offices and Plant: Gardner, - 
Mass. Western Offices and Plant: Kankakee, Ill. Sales Offices: 1459 Merchandise GAS RANGES OIL HEATERS 


Mart, Chicago; No. 1 Park Avenue, New York; 53 Alabama St., S. W., Atlanta; 
301 No. Market St., Dallas. 
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E WAS A BIG MAN, was Daniel 

Webster! When he stood up to 
speak, the Stars and Stripes came right 
out in the heavens. Why, even after he 
was buried—they’ll tell you—you could 
still hear the-deep boom of his voice 
rolling out the immortal question: 
“How stands the Union?” 


Yet, as a lad on the New Hampshire 
farm where he was born, Daniel was 
the delicate member of his rugged 
family. His footsteps lagged in the fur- 
rowed fields. His mind lay fallow, 
thirsting for knowledge. He had a 
passion for books. And with his wise 
father guiding his footsteps, Daniel 
read and read far into the night... . 
reading by candlelight . . . beginning 
with the Bible . . . remembering it 
word for word. 


“I cannot recollect a time I could 
not read,” he said. ““We had so few 
books that to read them once or twice 
was nothing. We thought they were 
all to be got by heart.” 


Thus, his knowledge sprang from 
books. His eyes, poring over the 





Statesman... orator.. 


. defender of the Union. 


* 


.. Daniel Webster tiendlp ener 


the youthful Lincoln; and through him the whole future history of America. 


printed page, etched ideas and infor- 
mation forever upon his mind. 


This information, these ideas, were 
the rich soil from which sprang his 
great orations in defense of the Union 

. . orations which had a lasting influ- 
ence upon the youthful Lincoln, and 
through him upon the whole future his- 
tory of America. 

y 7 7 
READING has moulded most of the lead- 
ing figures of history. Knowledge is power 

. and reading is the richest and most 
fertile source of knowledge. 

Only through the unhurried eye of the 
reader can ideas and information be ab- 
sorbed completely, in detail. When you 
read, you can set your own pace... go 
back and read again ... stop and think. 


Greatest 
Circulation 


in the World 


READING powered his Fight 
to save the NATION! 


Reading is not yours for a fleeting instant 
only. It is yours for all time. 

‘This richly rewarding experience is 
provided in its most fascinating form by 
The American W eekly. For in its pages, life 
as we live it is vividly portrayed ...a mov- 
ing panorama of human struggle and 
achievement, love and sacrifice, heart- 
break, andtriumph...the march of science 

. .the advances of medicine ...the power 
and beauty of literature, art, religion. 


The articles in The American Weekly are 


_read in more than 7,750,000 homes from 


coast to coast. They also are used widely 
in the classrooms of schools and colleges 
throughout the United States. 

Who can doubt that the manufacturer 
who associates his product or his com- 
pany with such an influence is tying in with 


the greatest known force in advertising ? 


TH ENS ERICAN 
=m FAW/EEKLY 


“The Nation’s Reading Habit” 
MAIN OFFICE: 959 EIGHTH AVENUE, NEw YorK 19, N. Y. 
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floors! Joy to revel in . 
even heat that’s “omfortable from city, town or Country, you can en- 
ead-height to shoe-soles, and in joy this modern, automatic heat 


warmth, with Coleman Heat Plants, that 


use clean 8s, oil or butane £as as 
is is the real “heat of to. fuels, 




















Do you want to know how many 


ed oil heaters burdens these Coleman improve- 














ulders? 
—what remarkable comfort 
aes the a vancement you're most in. ring? Then write for this: F 
You get 3 kinds of comfort with » Coleman Qj} 
Heater; (1) floods of circulating warm air like a 
furnace; (2) “duick-warm-up™ radia 






« 
FREE!-1. “Inside Story Of Tomorroy 
oF ening heat reflector doors; (3) directed flow i 
of warm air at floor level, 


detailed illustrated re 













Floor Furnaces . Central Heating Plants « 
Ti 


Water Heaters . Space Heaters, 
here’s a modern Coleman Heat Plant for every home heating need 
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DETECTIVE 
No RIDDLE, this. » Do€tor, d&tective, 


shopper, they all seek EVIDFNCE! » Women, taught 
by the lessons of wartime buyingj,now—more than 


ever before—look for evidence of value. » They want 





the story/behind the product.\» They want to be 






sure Of the things they can’t see. >» That, apparently, 


j is one reason they find the Good Housekeeping 


[ 


Guaranty Seal so reassuring. It is, to them, 









of dollars to build up the faith women feel 

in the Good Housekeeping Seal. No other magazine staal Site 

has gone to so much expense, engaged in such extensive 

research to establish confidence in its word. » We 
intend to do everything we can to hold the 


confidence we have so 


painstakingly won. 


We give this seal to no one— 


Housekeeping the product that has it, pone 
Covaratody 
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The Homemakers’ Bureau of Standards’ 
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A hand that will win customers 


for you when the public again 





“calls”. Two potent pairs—Whirl- 
pool Wringer Washers and Port- 
able Washers; Cabinet lroners 


and Portable lroners—are ready 





to “show”. The new WHIRLPOOL 
AUTOMATIC is the ace in the 
hole that will really give you the 


Yolel-MelsMmaelule\-tilel ee 


(Lown Unquiries 


are nwited 


WUNILDER ELD 


ST. 
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Owners of television sets, sampled in this study of consumer opinions on 
post-war products, show a majority of rabid boosters for video merchandise. 


By LANSDELL ANDERSON 


FOURTH IN A SERIES on products to sell in post-war... | 
PRECEDING ARTICLES: home freezers, dishwashers, clothes dryers 
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é VIDENCE of enthusiasm for television is by no means limited to 
current owners of home video receivers. An appreciable portion of 
the general public, clearly sufficient to arouse keen interest all along the 
line from manufacturer to dealer, already shares this eagerness for televi- 
sion—the promised television of tomorrow, as it will be presented in post- 
war. 


In the accompanying article, ELectricAL MERCHANDISING presents the 
personal expressions voiced by 43 owners of video receivers spread through 
31 communities within 50 miles of New York. This gives you an inside 
slant on the consumer-opinion angle as it exists today. 


To cite but one of several recent surveys which may be considered a 
reliable index of the readiness of the general public to take on television 
in the immediate post-war era, examine the strong case presented by 
Arthur T. Roth, executive vice president of the Franklin Square National 
Bank of Nassau County, Long Island, N. Y. Analysis of a savings plan 
inaugurated by this institution, serving a community of 10,000 population, 
reveals 22 percent of the depositors participating in the plan are enrolled 
in the television club, currently earmarking their funds, each to the tune 


Thirteen percent are in the automobile club, 12 percent are registered 
as saving for an electrical refrigerator and and equal number are signed on 
the washer roster. Many another average depositor in the bank may be 
saving definite funds for some specific appliance but may not have for- 
merly registered in one of the convenient saving clubs. ; 


The $400 price for a post-war television receiver was set by the bank as 
a conservative savings goal certain to cover the final bill. Had this estimate 
been $300, which is more than the consumer price envisioned by several 
manufacturers, proportionate enrollment in the television club might show 
an even greater swing, as compared to savings pledged for any other 
post-war consumer commodity. 


Some other surveys have indicated as much as 86 percent of the public 
would like television in their homes. As a reliable index of public accep- 
tance, however, the Franklin Square Bank survey rates particularly high 
because depositors there backed their desire for home video entertain- 
ment with cold cash. 


The call for television by the general public seems clear, loud and insis- 





of $400, for a home video receiver. 


tent. And the public will be served. 








OW-A-DAYS, virtually every- 
one in any way even remotely 


exposed to the television in- 
dustry paints the economic future of 
the home video receiver in truly be- 
dazzling colors. The sales possibilities 
fairly boiling in these home television 
sets rarely are pictured as anything 
short of “absolutely tremendous.” The 
moment telecasters extend their area 
of coverage to include present blank 
spots and manufacturers start a heavy 
flow of video receivers down produc- 
tion lines, this vast potential, many 


Bcontend, will be ripe for the easiest 


picking in radio history. 

The sales analyst who pyramids a 
rosy forecast for home television solely 
upon consumer reaction to those sets 
now in service appears to have an air- 
tight case, according to a personalized 
sampling of public acceptance just 
completed by ELectricAL MERCHAN- 
DISING. If the enthusiasm for televis- 
ion by present set owners is an infall- 
ible guide on which the sales expert 
can plot the future accurately, televis- 
ion surely seems destined to ride a 
crescending wave of public acceptance 
to a surprising degree of saturation in 
the American home—because the en- 
thusiasm of the video set users inter- 
viewed on this survey of consumer 
opinion ranged from earnest approval 
to ardent endorsement of television in 
no uncertain terms. 

True, many of them registered a defi- 
nite kick or two about the current 
operation of their sets; but when it 
came to a discussion of the future,.none 
sold television short on any count. 


Time an Important Factor 


Granted, only a bare sprinkling of 
television sets found their way into 
the homes of the general public before 
the war halted further production. 
Thus the base upon which the future 
must be predicated, in so far as public 
acceptance alone is concerned, is very 
narrow. On the other hand, consider- 
ing the length of time which has 
lapsed since these sets were purchased, 


a free expression of opinion by an 
owner today should carry more than 
usual weight. Certainly the novelty of 
viewing a televised image on a screen 
in his own home has worn thin in the 
several years he has operated the set. 
Manpower shortages created by the 
war effort have multiplied his service 
problems to such an extent he now 
considers himself lucky, in some areas, 
if necessary repairs can be effected in 
a couple of months at high cost. Since 
broadcasters, too, have been forced 
to worry along under acutely adverse 
conditions for the past two years, the 
home video receiver user has had to 
put up with programs which generally 
were severely limited in scope. 
Summing up: Aside from probable 
refinements set up for future realiza- 
tion of television as a result of war- 





time developments in the general 
electronic field, the television  in- 
dustry, from the standpoint of the 
home receiver user, has been at a 
virtual standstill during this period. 
In fact, in his eyes it almost has had 
the props kicked right out from under 
it. If, despite these conditions, the 
average owner of a home set still 
thinks of television in terms of the 
future, and swears by it in whole- 
hearted fashion, this television idea 
really must be good. 


Sold for Life 


Consider the case, just for one quick 
example, of the man who went for a 
television set back in 1940 and whose 
family used it an average of four nights 
a week until the first of this year when 
it suddenly conked out completely. 


After nearly three months in a radio 
service shop the set was returned to 
him, along with a bill for $107.40, and 
the family sat home almost every eve- 
ning for the next two weeks, on more 
than one occasion viewing stale movie 
programs they had seen at least twice 
before. Then the set again went hay- 
wire, necessitating another trip to the 
service shop, probably for another 
couple of months, possibly for an- 
other sizeable chunk of cash for repairs. 

Under the circumstances he should 
be discouraged generally with tele- 
vision; but he remains an emphatic 
booster who only wishes his wife could 
keep her hands off the set because, he 
says, she’ll never learn to tune it prop- 
erly without blowing the daylights out 
of the tubes! In other words, once 
sold on the idea of installing a televis- 


Once a video receiver is installed in the home, the family stays solidly sold 
on television for life, rarely missing the telecast programs presented nightly. 
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A substantial stake already invested in the industry, television broadcasters undoubtedly 
will provide new highs in visual entertainment shortly after war. 


(Continuing from preceding page) 
ion set in his home, come what may 
thereafter, the purchaser seems to stay 
solidly sold on it for life. 


No Formal Questions 


In investigating public acceptance of 
television today through a sanipling of 
consumer opinion gathered by personal 
calls, ELEcTRICAL MERCHANDISING re- 
frained from formulating a set list of 
questions which could be answered by 
a mere check in the “yes” or “no” 
column. Instead, when visiting homes 
where television sets were known to 
have been installed prior to the war, 
the investigator made every effort to 
stimulate the owner to speak his own 
piece in his own way without any 
prompting, letting the topics fall in 
whatever order that occurred to the 
users of the sets. In this way, it was 
felt, first things would come first: the 
cart wouldn’t get ahead of the horse. 

Whenever an owner momentarily 
stalled, several other topics were men- 
tioned at random so he again could take 
his choice and express his views freely. 
The cross-section of composite opinion 
presented herein thus emphasizes those 
particular points hardest hit by the set 
owners. Coming most readily to the 
consumer mind, apparently they are 
most important to the trade. 

Almost invariably the initial com- 
ments expressed the set user’s general 
attitude toward television in broad 
terms. As indicated in the foregoing, 
all enthusiastically acclaimed television, 
particularly its future in their home. 
Recurring expressions included: won- 
derful home entertainment, a marvelous 
thing for us, grand for the whole 
family, great stuff, and—as heard so 
often on our recent tour of dishwasher 
owners—wouldn’t be without it! Typi- 
fying the general attitude of many, one 
video receiver user said: “Since we 
bought that set you just can’t budge 
the wife or me out of the house in the 
evening anymore.” Another: “Maybe 
we're only afraid we might miss some- 
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thing good but this set goes on every 
night without fail.” 

Judging by the many statements 
of this nature volunteered by current 
consumers, it is evident the industry 
can scratch that “novelty” bugaboo off 
their list of worries. 

A majority of set owners soon 
launched themselves into a tirade on 
the broadcast programs of today, char- 
acterizing present video entertainment 
generally as “poor.” Few gave it a 
break as being better than “fair” and 
several asserted it was “terrible” while 
one went so far as to call it “positively 
stinking.” 

On the other hand, in almost the next 
breath, nearly all absolved the tele- 
casters of any blame on the program 
score by informing the investigator this 
condition was due to the war, that mo- 
bile units were up on the blocks for 
the duration, that televising of exten- 
sive “live shows” also was limited for 
the same period, that broadcasters still 
were restricted by a lack of sufficient 
cameras and other equipment as yet 
to get out and do a topnotch job, and 
thus at times had to fall back on a re- 
play of archaic films, and-so-on, and- 
so-on. Then, to illustrate how won- 
derful the programs would be in post- 
war, many of them longingly harked 
back to prewar days when “we used 
to see fights, wrestling matches, even 
baseball and basketball games” and 
other sports. 


Sports Popular Program 


Take it straight from the copious 
notes jotted down by this investigator, 
that word “sports” received a terrific 
pounding all along the line. Only two 
men out of more than forty failed to 
cite sports, either as a generalization 
or by naming some particular form of 
sports, at the head of the entertainment 
list, past and future. In only a small 
number of cases was this subject brack- 
eted with current events and spot 
news coverage which rated second 
place with the men. Otherwise, sports 





Mobile vans such as this one parked at a stadium, its cable leading up to the camen 
inside, will bring sports and current events to the homes of avid consumers. 


stood alone as the outstanding Number 
One program vastly enjoyed in prewar 
and keenly desired in post-war. 

Short “live shows”, falling under the 
heading of studio varieties, tied with 
film shorts for third in the men’s inter- 
est. “Thrills and Chills’ by Doug 
Allen received frequent mention, along 
with Sam Cuff. Long studio features 
and full-length movies ran a very poor 
last with the men. If telecasting can’t 
bring them current hits, they prefer to 
skip movie features entirely, rather 
than view poor ones. And they don’t 
expect hard-boiled Hollywood to give 
anything good away to the broad- 
casters purely for free home consump- 
tion. 


Women Also Sports Fans 


Surprising as it may seem to people 
of a quizzical nature, plenty of women 
strung along with the men on the 
sports angle, about half of them actu- 
ally placing sports at least as high as 
second on their list of favorite video 
subjects. With them, “good movies” 
came far ahead of any news treatment, 
with the exception of those who have 
sons abroad and like war news tied in 
with maps showing latest movements 
of troops. No one volunteered a good 
word for dramatic presentations. When 
their mind was jogged on this point 
they indicated one or two full length 
stage shows a month apparently would 
be ample entertainment for them. The 
kids are wowed by comic and cowboy 
movie shorts. When they see them in 
their own home, instead of the theater, 
their joy is really unconfined, to phrase 
it mildly. 

In post-war, the dealer undoubtedly 
will find himself talking as much about 
the telecast programs then available as 
he will about the good points of any 
particular model of home receiver. 

On some sets in outlying districts, 
30 or more miles from New York, the 
video signal transmitted by one of the 
city stations does not seem to come in 
as well as two other more-powerful 





















Bars and 
sports ar 
broadcasting stations there. Since the 
users of these sets do not properly m- 
derstand they are located on the fringe | 
of the primary range of this particular The 12 
station, and thus are straining to re nost popt 
ceive this telecast signal at all, many wd. In 
of them unjustly criticise the station, Seer ste 
Nevertheless, since they are far more brger scr 
familiar with audio transmission, these weed int 
same people undoubtedly would not ie. out 
similarly jump all over a distant audio dear. | 
station for a weak signal. Conversely, to 24- 
they would be more apt to brag of hav- mefer a: 
ing heard that station at all. wojection 
Service Problems -* 
The only people to inject the service Invaria 
subject into the discussion at all were a home, 
those who had suffered severe service mer ra 
headaches, about one out of every ten. hook and 
Repair costs on these, accumulated over” resort | 
a four-year period, ranged up tom pits. ] 
$107.40. Another 10 per cent had paid tamed it 
from $5 to $20 for minor repairs. Un- The av 
able to arrange for local repair service, me 1s ¢1 
two men reported driving to the mant- ter in the 
facturer and leaving their sets at head-§ %t owne 
quarters for several days for the neces sare the 
sary work, each round trip averaging friends a 
about 80 miles—but they “wouldn't bef we delig 
without their television set,” both said tturn it 
hrger av 
65% Operating Satisfactorily jay in v 
About 
Roughly, 65 per cent of the sets OWE ieyicion 
are operating satisfactorily and many ng of a 
of these never have been touched by 4B i these 
serviceman, so far as the video portiongy, 1: 
of the receiver is concerned, Since 2B en 6; 
routine check-up or two made within making 
the first month after its original instal- dances t} 
lation. The cost of telecast entertai- Bhaja 
ment in the homes of these ownersih, ho... 
thus has been less than a quarter *Bimenion 
day, if the purchase price is considered 
allocated over the four-year period of Lox 
operation. ; 
Slightly less than 15 per cent of thei Locati 
sets are completely out of order, prob » do x 
ably for the duration, and telecastyy*™ Hill 
reception on 20 per cent of them would ay ar 
be graded as no better than fair. | &xper 
Vide of 
Ges sa 
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nce the 
rly un 
fringe Want Larger Screen 
ticular The 12 inch screen seems by far the 
£0 Tet ost popular size and most universally 
» Maly H ised. In only three homes did the 
station. i owner step forward with a plea for a 
r more urger screen but once this subject was 
1, these tossed into the ring by the investigator, 
ld not sine out of ten immediately jumped 
t audio ipard. Seems they would settle for a 
versely, i 9. to 24-inch screen in a set but would 
of hav. prefer a smaller model which allowed 
projection to that size or even larger. 
They definitely are against bulkier 
cabinets. 
service Invariably, in every personal call at 
Il wereM2 home, there came a time when the 
service ner ran out of ideas on his own 
sry ten. 00k and the investigator was forced 
ed over 0 resort to specific questions on certain 
up tommints. Briefly, here are some facts 
ad paid “amed in this way: 
-s, Un-E The average size of the home audi- 
service, ce is eight. Since the average num- 
» manu-§ &t in the family was found to be four, 
it head-§*t owners thus apparently like to 
> neces‘ Mare their video entertainment with 
eraging@ tends and neighbors. Their guests 
Idn’t be we delighted and openly angle for 
th said # turn invitations. The sets pull a 
lrger audience and receive a harder 
rily jay in winter than in summer. 
About 20 percent of those viewing 
ets now 



















tkvision admit to eye strain at the 
mof a two-hour program. In some 
tithese cases the cause may be that 
imovice viewer sat too close to the 
etten or so far away he had trouble 
mking out the image. In three in- 
tances the admission of eye strain was 
supled to a report of a set providing 
whetter than a fair grade of telecast 
tteption, as noted in the foregoing. 


d many 
ed by a 
portion 
since 4 
. within 
1 instal- 
itertain- 
owners 
1arter 4 
nsidered 


eriod of Location Affects Reception 


t of the Location of the home has’ much 
, prob" do with the performance of the 
telecast" Hilltop and bayside locations gen- 
n would “lly are excellent but the predictions 


ir. expert installation men often fall 
Nie of the mark, either way. In some 
@es sales have not been consum- 


ISING 


Bars and grills have found that television sets attract a lot of attention, especially when 
sports are featured. Picture above was taken in a New Jersey bar. 


mated when sets could not be made 
to operate satisfactorily in certain lo- 
cations. This was more noticeable at 
some distance from New York than 
in the city and surrounding suburbs. 
The relay stations may whip this prob- 
lem in post-war. 

Passing auto traffic momentarily in- 
terrupts the smooth operation of some 
sets, the car’s distributor clicking 
through the audio signal and an arcing 
generator upsetting the screen image 
for a second or two. These sets always 
are found to be situated near the front 
of homes built close to the street. 

The metal rods of a comparatively 
few dipole antenna have given way ina 
storm and it later has been learned they 
had rusted at the support. Bugs of this 
type, manufacturers say, will be ironed 
out before the post-war sets hit the mar- 
ket. Victory metals will be replaced. 

Quite a number of sets are owned 
by men connected with the television 
industry and when this became known 
the investigator reached for his hat, 
easing out, and not counting it a true 
call. Unbiased expressions from 43 
sources were carefully noted in detail. 


Many Types Represented 


There is no striking an average on 
these homes, nor on the probable in- 
come of these set owners, because the 
range is far too wide. Television re- 
ceivers were uncovered on palatial es- 
tates and in bungalows, in modern 
homes and in two-family houses, in 
costly city apartments and in inexpen- 
sive walk-ups over a garage on the 
edge of town. The swing between in- 
comes was equally wide. 

Here’s a classic example: Country 
community, on main highway connect- 
ing two cities, the nearer city six 
miles distant. Small grocery store 
with second-floor living quarters. Ac- 
cording to the address list, there was 
a television set inside, but the woman 
behind the counter, holding a baby 
and waiting on a customer, didn’t speak 
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the language too well and we couldn’t 
get to first base until her daughter, age 
11, entered the store. Fortunately, she 
knew the right lingo. In all, there were 
nine in the family and there was a 
swell television set upstairs. They en- 
joyed it immensely, mama _ included, 
the kid said. 

The living room is the most popu- 
lar location for the set, with four out 
of every five placed there. In larger 
homes having a game room, this proved 
an ideal spot. Two families with sets 
in their summer cottages also had video 
receivers in their city apartments. 

A yellow spot was noticed in the 
center of the cathode-ray tube screen 
on a few sets and several men inti- 
mated the particular type of set they 
owned required very critical tuning 
which the wife found troublesome. 
When the video signal was brought in 
properly, the audio signal went out of 
kilter, and vice versa. One owner, 
describing his set, said: “It has too 
many controls on it for me and twice 
too many for my wife.” 


Want Three-Way Combination 


No attempt was made to answer the 
current industry question regarding 
the ultimate frequency on which tele- 
vision will be broadcast but it may be 
said that about half the present owners 
of sets are keenly alive to the situa- 
tion. They all are anxious to see im- 
provements come fast and a surprising 
number of them say they would be 
willing to scrap their present receivers 
if they could purchase another with a 
clearer image on a larger screen, af- 
fording broader coverage of field at 
the camera end of the line. Some 
others say if their. sets should become 
obsolete, as a result of progress and 
change of frequency by telecasters, they 


sets 


will continue to use it as an audio re- 
ceiver in some other part of the home 
and put a new video model in the key 
spot. Three said they would be inter- 
ested in a new set the moment some 
reliable manufacturer wrapped up FM 
audio, a record player and television 
in one cabinet. 

All agreed many of their friends and 
neighbors were anxious to purchase 
television receivers as soon as the new 
sets arrive on the market. 

Large audiences, often 40 to 80 at 
a clip, have become television con- 
scious through viewing programs on 
installed in taverns. A larger 
screen, or projected picture, would be 
particularly welcome to these owners. 
And they want sports, sports, and more 
sports. 

The number of criticisms cited 
through the foregoing should not be 
construed as an ocean of grief through 
which present television fans must 
wade in order to enjoy meager enter- 
tainment. Bear in mind, these expres- 
sions come from 43 sources. No more 
than two of these troubles were re- 
ported in any single home. Further, 
the manufacturers are fully alert to the 
situation and undoubtedly will have 
ironed out many of these bugs before 
the new models start to roll. 

As for satisfying consumer demand 
regarding video programs, that may 
safely ‘be left with the telecasters. 
Certainly on their toes in audio 
competition, they can be depended 
upon to produce highly popular pro- 
grams for the video consumer in post- 
war. Paced by the manufacturers, their 
stakes in the industry already are 
deeply driven. 

Based on public acceptance to date, 
television looks like a shoo-in after 
the war. Possibly even the bonanza 
predicted by many sales analysts. 














Chicago women whose homes are equipped for television can now attend a mod- 
ern, streamlined cooking school right from their favorite easy chairs. Station 
WBKB, in cooperation with Commonwealth Edison, introduced a series of weekly 
telecasts featuring electric cooking on August 30. Members of the cast, all 
employes of the utility, are (left to right) Lillian Curtis, A. B. Rodner, Jr., and 
Merle J. Lucas. 
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Bigger and better 
appliance depart- 
ments, better train- 
ed and paid sales- 
men, new and im- 
proved products all 
point the way to a 
real merchandising 
revival, key execu- 
tives declare 


By LAURENCE WRAY 
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Department Stores are 


ETTING SETI 


“yy OST-WAR appliance merchan- 
dising will be a blue chip busi- 
ness and we are all set to go the 

whole hog to get our share of it.” 

That about expresses, in the parlance 
of the trade, the considered opinion of 
a good cross-section of department 
store moguls, whose business is to 
figure all the angles and be three jumps 
ahead when the big buying dam busts 
wide open. You won’t find many wish- 
ful thinkers or blue-sky theorists 
among them; these boys are used to 
keeping their pencils sharp and giving 
any proposition the old gimlet eye. 
They are past masters at moving large 
hunks of merchandise through their 
emporiums and can smell a bum deal 
through six feet of rock wool. All of 
which adds up to the fact that when 
they let down their hair and talk about 
the problems and possibilities of peace- 


PAGE 22 


time appliance sellizig, they deserve to 
be listened to with proper respect. In- 
cidentally, they have a passion for an- 
nonymity so the following remarks may 
be said to represent a fairly general 
viewpoint, rather than the opinions of 
any one individual. 


Appliance Department Recognition 


Outstanding, perhaps, in the area of 
general agreement, is the fact that the 
electrical appliance and radio depart- 
ment has ceased to be an Orphan Annie 
—something to be kicked around from 
basement to sky-light, or lost among 
the pots and pans and kitchen crockery. 
It has been granted the boon which is 
a first prerequisite in department store 
merchandising — recognition by the 
management. And with this new 
recognition, signs of which were al- 
ready beginning to manifest themselves 


in pre-war days, the appliance. depart- 
ment is achieving the dignity, the perm- 
anence and the specialized considera- 
tion which have become the due of 
those departments reflecting prestige 
and profit to the management. 

This recognition has been slow in 
coming. But the cold turkey, door-bell 
hitting promotional days of washer and 
cleaner selling, when public acceptance 
was being built, surrounded the busi- 
ness with an atmosphere of the fly-by- 
night commission man, the foot-in-the- 
door type of sales pressure and the side 
street sales office which scarcely fitted 
in with conservative department store 
tradition. They had a continuing con- 
tact with the customer which had to be 
jealously guarded. In latter years, 
however, assured public acceptance, the 
introduction of new models and new 
devices, and the steady growth of re- 














placement sales, brought a stability to 
the business and department stores 
began to revise their estimates. Ap 
pliances had hit the big time. 

With the post-war, department store 
men indicate, this trend to complete, 
highly-organized appliance  depart- 
ments, backed with all the resources 
of the management, will be in ful 
swing. Plans are being laid to double 
or triple the amount of floor space, to 
install complete electric kitchens and 
home laundries in varying price classi 
fications, to combine radio, radic 
phonograph, record and television dis- 
plays complete with sound-proof audi 
and video booths, to install auditoriums 
for mass displays and motion picture 
demonstrations of new device 
dishwasher, the home freezer, the aute- 
matic cycle washing machine, the elet- 
tric clothes dryer, television, etc.—! 
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display and demonstrate home heating 
and air conditioning equipment, to- 
gether with heat control, insulation 
and allied products, and a score of 
other ambitious plans. When depart- 
ment store men say they are going the 
whole hog, they mean just that. 


Preparing For Long Pull 


All the evidence points to the fact 
that department stores are in the appli- 
ance business for a long pull. This is 
not opportunist stuff. It’s not a 
stampede to get in on the kill when 
the bars are let down. They know all 
the mouth-watering estimates on pent- 
up demand, on huge public savings, on 
the liquidation of instalment debt, and 
on the public’s yen for new things. The 
appliance business, they know, is not 
§0ing to have any strangle-hold on this 
seller’s paradise. The customers also 


want automobiles and new homes, 
furniture and floor coverings, jewelry, 
college educations and trips to Europe. 
The appliance business will get it’s 
share—and a good stiff share—of this 
new business, but department store men 
are accustomed to selling too many 
other types of products to be putting 
all their eggs in the appliance basket. 
No. The plans that are being hatched 
recognize the continuity of the busi- 
ness, both in replacements and the sale 
of a succession of new devices to old 
customers. The boys are looking ahead. 

One evidence of this lies in the 
healthy discrepancy of opinion ex- 
pressed on the subject of various plans 
to give customers priorities on new 
products when they come into the 
market. One school feels that such 
plans provide a ready-made prospect 
list for post-war sales; that customer 
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good-will is fostered; that, in those 
cases where payments are made or ear- 
marked for specific products, that in- 
flationary trends are held in check and 
the money used for a worthwhile pur- 
pose. Another school feels, on the 
other hand, that only customer ill-will 
can result. They point to the fact that 
all the priority lists in the world won’t 
do a store any good if it has not the 
goods to deliver; that nothing can pre- 
vent customers signing such a list with 
every store in town. You pays your 
money and takes your choice. 

From the long-pull angle, depart- 
ment store men express themselves as 
being more concerned with manufac- 
turer’s distribution policies. They will 
admit, with disarming candor, that 
some of their own merchandising prac- 
tices in the past were not conducive to 
the best relations, either with the 


Department stores are making ambitious 
plans for post-war appliance and radio mer- 
chandising plete kitchens and laundries, 
mass demonstrations of new and old prod- 
ucts, and better-trained, better paid sales 
personnel, 





manufacturers, or with the trade in 
general. Their constant pressure for 
longer discounts, for instance, they 
will admit was not warranted in view 
of their superior location, display, floor 
traffic or customer credit advantages. 
They frequently used the weight of 
their position to force concessions in 
discounts and prices through quantity 
buying. 

But, hell, they say, we got religion. 
We're playing ball. And now manu- 
facturers are showing inclinations to 
chase after new and untried methods 
of distribution such as the tire chains. 
This is one trend that really is provid- 
ing the department stores with plenty 
of headaches and they are not at all 
averse to talking about it. 

“Look at it this way,” said one, “If 
manufacturers sell the tire chains pri- 
vate brand merchandise, then you are 
merely adding a few thousand more 
retail outlets to the picture and pretty 
soon, with their lack of specialty selling 
know-how, plus the fact that they are 
selling an unknown brand of merchan- 
dise they are going to start slashing 
prices. Stiff chain store competition 
will mean that department stores will 
be forced to stock private brands, too, 
and do a little price cutting on their 
own. From there on in its every man 
for himself and the devil take the hind- 
most. If they take on standard, adver- 
tised brands, on the other hand, ‘and 
maintain prices, we will look on them 
as just additional competition. 

“But the history of the tire and auto 
supply outlets doesn’t give much room 
for hope. The competitive price situa- 
tion was so bad in that field that the 
big tire people opened their own outlets. 
They were trained on low markups, 
were situated in poor locations and 
their entry into the appliance field, is 
merely an effort to build volume 
through individual outlets. There’s 
practically no hope of tire outlets main- 
taining price, so they will become a 
demolarizing influence on established 
retail distribution.” 

Another department store executive 
was of the opinion that present estab- 
lished manufacturers should stick to 
present established retail distribution 
channels, instead of abandoning a 
proven method for one that was un- 
tried. With new manufacturers enter- 
ing the business in post-war, he said, it 
was a different matter. They had to 
locate their own channels of distribu- 
tion and the logical place for them to 

(Please turn to next page) 
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"The appliance department is no longer an Orphan Annie, lost among the 


pots and pans . 


go to new types of retail outlets. “Of 
course,” he commented drily, “It would 
be a little like a case of the blind lead- 
ing the blind.” 


Salesmen's Compensation 


One aspect of post-war department 
store appliance merchandising on 
which there is widespread agreement 
concerns the necessity of guaranteeing 
retail salespeople a decent level of 
compensation. The seedy straight com- 
mission man who would promise the 
sky to get the name on the dotted line 
is out. Here today and gone tomorrow 
was the old rule, but department store 
men in post-war realize that a high 
turnover of second rate men is not 
going to provide them with the quality 
of sales talent which will be required 
for the job. 

They point out that thousands of 
boys coming back from the fighting 
fronts will have received specialized 
training and new skills during their so- 
journ both here and abroad, and many 
will utilize these new skills in the oc- 
cupations they seek. Thousands of 
other former salesmen will have been 
working in war factories where the 
compensation was both ample and se- 
cure. They are not going to whoop 
for joy at the prospect of going back to 
sliding-scale pay envelope that com- 
mission selling affords. 

In addition, the job confronting the 
qualified appliance sales specialist of 
the future is going to require plenty of 
skill and knowledge in itself. The 
tendency will be to provide men with 
the requisite background of mechanical 
operation of the various devices in 
order that he can do an adequate selling 
job and insure the customer obtaining 
the greatest user satisfaction from the 
appliance. This will call for intensi- 
fied factory and distributor training 
courses; it will mean that the depart- 
ment store must be prepared to make an 
investment in a man before he is ready 
to tackle the business of order-taking. 
Obviously, he is not even going 
through the first stages of the pro- 
cedure unless he is reasonably certain 
that the job is going to provide a good 
and secure income, and has respectable 
opportunities for the future. 
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The method most favored for paying 
salesmen would appear to involve a 
combination of the drawing account, 
plus commission, plus bonus ; the draw- 
ing account and commission to pro- 
vide the peg, which would be the 
equivalent of his basic salary; the 
bonus to provide that added incentive 
without which appliance salesmen be- 
come mere order-takers. The basic 
salary should be so gauged that the 
salesman was making anywhere from 
$60 to $75 a week; the bonus so that his 
earnings may be in the region of $100 
to $125 a week. When all the favor- 
able prospects for a healthy volume of 
appliance business in post-war are 
taken into consideration, department 
store men do not feel that this proposed 
scale of compensation is out of line. 
And they feel that such a program 
ought to insure for them the pick of 
the crop. 


FHA Mortgage Financing 


There’s not so much meeting of the 
minds on proposals to install complete 
electrical home equipment in new homes 
and finance them under the FHA-in- 
sured realty mortgage. Department 
stores, in the past, have not had much 
experience selling the builder; their 
chief contact has always been with the 
home-owner. They are inclined to the 


. . It has achieved recognition by the management... 


belief that much of this future mort- 
gage business will result in the builders 
being set up as competitive outlets for 
electrical equipment, unless manufac- 
turers take a firm stand in refusing to 
sell the builder direct, or allow their 
distributors to set up contractor-build- 
ers as competitive retail outlets. They 
point out that builders bought oil 
burners and water heaters in quantity 
lots at a discount, ostensibly to install 
in new homes under construction, but 
that many of these devices were re- 
sold. See that electrical equipment 
sales to contractor-builders are chan- 
neled through established retail outlets, 
they say. By and large, their attitude 
in the matter of mortgage financ- 
ing of appliances under the Complete 
Home Program seems to be one of 
watchful waiting until they get a line 
on what it is going to mean volume- 
wise. That, and what the policy of the 
manufacturer will be in regard to direct 
selling. 


Number of Medels 


The problem of a dizzying number of 
models in individual manufacturer’s 
lines is another item in post-war plan- 
ners’ laps, department store men opine. 
In the final analysis it comes down to 
a matter of demand. When appliances 
are first rolling off the production lines, 


you can be pretty certain that the num. 
ber of models will be strictly rationed, 
Material and manpower shortages, to- 
gether with production problems, will 
tend to limit lines severely. Besides, 
the customers will be only too eager 
to grab up what is available. But 
when the first buying flush eases off 
and competition begins once more to 
dictate marketing strategy, the number 
of new models will again increase to 
meet varying income and consumption 
needs. From the department store 
angle, the whole problem of numerous 
models was not their baby to begin 
with. Manufacturers sampling dealers 
provides at least one answer, they say, 
apart from price and size differentials 
in units and the introduction of new 
technical advances. 


Prices and the OPA 


Appliance prices will undoubtedly be 
higher in the first year or two follow- 
ing the peace, according to department 
store thinking. Higher labor and ma- 
terial costs are the obvious answer, 
but the restrictive effects of OPA pric- 
ing policy will be felt for a long time. 
This in turn will result in somewhat 
stricter margins but the department 
store always has a ready answer for 
that one—more volume. They are 
resigned, in a measure, to the pres- 
sure for lower discounts and they in- 
tend to make up the difference in push- 
ing out the greatest quantity of goods 
in their history. And that goes for 
appliances, too. The first price squeeze, 
incidentally, they feel will come from 
the radio manufacturers. 

Summing up, department store mer- 
chandising experts are not laying plans 
on the basis of any radical changes, 
either in products or methods of dis- 
tribution. They will hire more and 
better-trained men, they will have big- 
ger and better appliance departments, 
they expect more and better appliances 
to sell, and they feel reasonably con- 
fident that a big public demand for 
electrical equipment exists. Outside of 
those fundamentals, they know that 
their own particular brands of skillful 
advertising, promotion and _ selling 
should make more and more people dis- 
satisfied with the things they have—or 
have not—and they will get their share 
of the: business. 





“Department store appliance sales personnel in post-war will be more 
highly trained and will work under some form of guaranteed wage-scale ..." 
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TOM ROBINSON AND SON—AUTOMATIC 





CHARLES B. JACKSON—IRONRITE 


SERVICE MEN 


You Should Know 


Tom Robinson of 
Automatic Washer 


Tom Robinson’s hereditary back- 
ground for many generations was the 
dispensing of foodstuffs. His grand- 
father was the pioneer groceryman of 
Sidney, Ohio, and in whose footsteps 
Tom’s father followed, and then Tom 
himself. So you might say that our 
Tommy. was born wearing a white 
apron, with a paper bag in one hand 
and a sugar scoop in the other. 

Tom’s life was imbedded in that vo- 
cation until Aug. 16, 1916, when he 
entered the military service of our 
country, being intimately identified 
with active service in the medical di- 
vision from 1916 to March 20, 1920. 
Most of this time was spent in Hawai- 
ian territory, principally Honolulu. 

His oldest living son, Jackie, is now 
asenior in high school and upon com- 
pletion of his scholastic studies last 
June entered the Army Air Corps. 

His greatest achievement is his 
teputation as a gardener, having en- 
tered and won the Newton Victory 
Garden Sweepstakes of 1943, which 
was quite an honor, considering that 
over 400 white collar workers entered 
the contest. He is a fisherman of some 
standing in this community and mixes 
ahelluva good Tom Collins. 

Tom entered the washing machine 
manufacturing business with the Prima 
Company of Sidney, Ohio, in 1928, and 
joined the ranks of the Automatic 
Washer Co. as service manager in 


1939, 


Charles B. Jackson of Ironrite 


Born May 6, 1892 in Kingston, N. Y. 
Moved to Brooklyn, N. Y., at age of 
12, where he lived for approximately 
37 years, 
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As a boy went through the public 
schools and attended church regularly. 
Was one of a family of seven of which 
there were four boys and one girl. 
Played hard and ate everything and 
anything put before him but could 
never put any real poundage on. 

As a young man played semi-pro 
baseball, basketball, hockey and some 
football, but two brothers were severely 
injured playing football so he was pre- 
vailed upon to give up this sport. 
Favorite sport now is baseball but 
must be content to watch the game or 
listen to it over the radio. 

First job was as a bank clerk for ap- 
proximately four years. Next was in 
the traffic and export department of 
one of the large tobacco companies for 
several years. Was with the Western 
Electric Co. for about 4 years in their 
inspection service and _ installation 
service departments. 

Came with Ironrite in 1933 as dis- 
trict representative and later as di- 
vision sales manager in the vicinity of 
New York City. Took over the job 
as service manager for the Ironrite 
Ironer Co. about 3 years ago. 


Howard Hull of Motorola 


Howard Hull, parts and service man- 
ager of Motorola Radio was born 32 
years ago in a suburb of Chicago. 
Howard has been with Motorola for 
11 years, which is just about as long 
as Motorola has been in business. 

Starting as a stock-chaser, he has 
been constantly climbing the ladder and 
his future is bright with promise. 
Howard is quite a sports enthusiast, 
being an ardent horseback rider, an ex- 
pert swimmer—and he also loves fish- 
ing.- Of course, he does most of his 
fishing out of his one-lung power out- 
board motor boat. And he loves radio, 
too. 
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Joe Vac of Conlon 


Joe Vac, service manager of Conlon 
Corp., started working for Conlon in 
1923, as a lad of 16. Those were the 
days when the wooden cylinder was a 
fast moving part and Joe claims he 
remembers all the parts that have been 
used in Conlon machines since. 

Joe’s real claim to fame is his sports 
ability. He played professional foot- 
ball when he was 17, and once played 
the Chicago Bears. 

Although he’ll be 40 in a few more 
years, he still is in pretty good shape 
and a local basketball outfit is after 
him to play on their team. 

If you ever stop at Joe’s house you'll 
have to stay long enough to see his 
movie films. These are all shots taken 
of ‘his boys’ in action on the basketball 
court and football field, and he’s really 
proud of them. 


W. T. Jackson of Lovell 


The service manager of Lovell Mfg. 
Co., W. T. Jackson, is spending a good 
deal of his time these days washing 
diapers, thanks to the arrival of an heir. 
W. T. was born in Erie, Pa. and has 
lived there all his life. His favorite 
food is dill pickles and beer, and his 
hobby is fussing around his home. 


John C. Pritchard of Horton 


John had some experiencé in stores 
and parts departments of other organ- 
izations and for a while was connected 
with the Army Air Forces as an in- 
spector in one of Ft. Wayne’s plants. 
His hobby is tennis, and he is also a 
member of the Horton Mfg. Co. soft- 
ball team. 


(Please turn to page 64) 
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A view of the Davidson & Co. 


—\ XCLUSIVE electric appliance deal- 
ers will have to drastically im- 


prove selling methods in the 
post-war era if they are to continue to 
grow and prosper. That is the conclus- 
ion I have reached after a fourteen 
months survey of all factors related to 
this business. 
When I started this survey I had 


already reached the conclusion that 
selling after the war would be more 
difficult and competitive than I had 
ever experienced in my 18 years in this 
business. I guess that I have been an 
average small dealer—the only differ- 
ence being that I own a relatively new 
and fairly substantial building which 
was built especially for this business. 
This building was designed so that a 
second story could be added and it 
could be increased to four times its 
present ‘size. It was apparent to me 
before I started this survey that com- 
petition from new manufacturers, tire 
stores, mail order houses and other 
chain stores would materially increase 
and that the chain stores would have 
the advantages on prices and terms. 


Survey Findings 


I started this survey to determine 
(1) how people liked their present ap- 
pliances and the features they liked 
best; (2) the improvements or changes 
they would like, (3) the new appliances 
they expected to purchase after the 
war and (4) how we could improve our 
selling and servicing methods. By the 


PAGE 26 


main building 


time I had surveyed about 25 homes | 


was amazed and humiliated at the re- 
sults for I had not found one single 
home where the occupants were getting 
100% use out of all their major appli- 
ances, I am not inferring that they were 
not satisfied with these appliances 
(practically every known make) for 
they were, but they had not been prop- 
erly instructed on the use and care of 
the appliances. Moreover, I was aston- 
ished at the haphazard way the house- 


when appliances were available 


before the war, shows that a lot of thought and planning went into his business. 


first humiliated at the apparent lack of 
proper instruction on the part of all 
dealers, including myself, I soon rea- 
lized that this could be the key to new 
post-war selling methods. To prove 
this to my own satisfaction I retracted 
some of my steps and spent consider- 
able time showing the housewife how 
to get the utmost satisfaction out of 
each appliance. I also discussed cook- 
ing utensils, cooking methods and gen- 
eral work planning. In every case 


work was con- where this was 
ducted in many done the house- 
homes. By Cc. M. DAVIDSON wife changed 

The results of Davidson & Co. 1524 West Flagler St., from a satisfied 


these first inter- 
views were so in- 
teresting I de- 
cided to continue 
them until these 
trends were defi- 
nitely established 
or repudiated. 
Now, after four- 
teen months and 
289 homes [I still 
have not found 
one home that is 
not definitely in 
need of additional 
instructions on 
the proper opera- 
tion and care of 
major appliances, 
housekeep - 
ing methods, etc. 
While I was at 


Miami, Fla. 





customer to an 
enthusiastic boos- 
ter for both my 
company and the 
products I sold. 
It was like going 
into a home and 
unlocking the 
doors to some 
additional delight- 
ful rooms which 
the occupant 
never knew were 
there. 

I believe that 
the basic reason 
for this lack of 
proper instruction 
can be traced to 
long established 
selling methods. 
The salesman has 
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not had what I choose to call an “a. 
cumulative incentive”. Each sale has 
been a separate and complete transac 
tion and his main interest in the cw- 
tomer has usually ended when the sak 
was completed. From then on the 
customers were the dealers’ responsi- 
bility and we have done very little for 
them after the appliance was delivere! 
to their homes. This lack of an “ae 
cumulative incentive” has also resultel 
in salesmen shifting from one compat 
to another and from one product t 
another. 

We have depended mainly upon th 
instruction books furnished by th 
manufacturers to educate the purcha 
ers on the operation and care of tk 
appliances. I found these books wer 
seldom read and the few who did real 
them got very little out of them. Mos 
of our good customers (those who ha 
purchased several major appliances 
were along in years and do nct lean 
quickly. There seemed to be a definitt 
reluctance to ask questions even thoug! 
they realized they were not doit 
things right because this would admi 
ignorance of something they thouglt 
they should know. It was evident thi 
some new method of instructing the* 
persons must be devised. The Hot 
Demonstration Department of 0! 
local power and light company has dost 
a great deal to alleviate this situatiot 
by demonstrating appliances in 
home whenever requested, but one ¢ 


the most important conclusions ' 
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Post-War Plan 


C. M. Davidson of Miami, Fla. says that dealers 


in post-war will have to drastically improve 


their selling methods if they are going to com- 


pete ... In this article, he lists his own five 


post-war objectives and discusses them in detail 


reached is that you can’t properly in- 
struct the average user with one 
demonstration. 


Five Post-War Objectives 


I have five main objectives to ac- 
complish when selling is resumed after 
the war: (1) I want to become a “big” 
dealer instead of a small one. (2) I 
want to increase the number, ability 
and earning power of my salesmen. I 
want to make it possible for my men to 
earn a substantial income. The more 
the better. I want this earning power 
to be “accumulative” so they will have 
an incentive to stay with my company. 
(3) I want to sell additional new and 
related products which will help to 
smooth out the seasonal peak demands 
for certain appliances. (4) I want to 
make the customers I sell such con- 
firmed boosters for my company and 
the products I sell that I can depend 
upon them to provide a major portion 
of our new prospects. (5) I want to 
provide my customers with better serv- 
ice, better operational instructions and 
more personal attention than they can 
possibly secure from the “price stores”, 
“package homes”, etc. To accomplish 
these aims I have developed the follow- 
ing program. 


To Change Selling Methods 


First and foremost I propose to 
change my selling methods. In the 
past I employed salesmen who did not 
necessarily know much about the me- 
chanical construction and operation of 
the various appliances and service men 
who understood the mechanics and 
servicing, but who did not sell. In the 
postwar period I propose to only em- 
ploy sales-engineers, men who know 
both selling and servicing. This survey 
has convinced me that a large propor- 
tion of our free service calls were the 
result of over or high pressure selling 
on the part of my salesmen. They were 
only concerned with making a sale. 
The service calls resulting from over 
loading or operating an appliance in 
an unorthodox manner (because Mrs. 
Doe remarked that Mr. Blank of “X” 
company represented that their appli- 
ance would do thus and so) were not 
their responsibility, nor did the ex- 
pense of these service calls affect their 
commission. Consequently, a six pound 


washer could easily handle an eight or 
ten pound washing if it was necessary 
to make the sale. 

My sales-engineers will have the 
responsibility of making all the service 
calls on the equipment they sell. They 
must make the free service calls with- 
out compensation, but when the free 
service period is ended they will be paid 
a substantial hourly rate for every serv- 
ice call. It will be mandatory for the 
sales-engineer to call at the home after 
the appliance is delivered and thor- 
oughly instruct the purchaser on its use 
and care. He will do a good job be- 
cause complete and accurate instruc- 
tions will eliminate the free service 
calls as well as give him a friendly 
relationship with the purchaser. 

To compensate for this responsibility 
every customer sold will remain his ex- 
clusive prospect as long as he is with 
my company. He will receive a com- 
mission on every additional appliance, 
accessory or part purchased by his 
customer regardless of who may be 
on the floor when the additional 
purchase is made. He will make 
future paid service calls. Every pros- 
pect turned in by his customers will be 
his exclusively. In this way he will be 
in constant contact with his customers 
and be in a position to determine their 
future requirements in advance of 
actual purchase. He will have an 
“accumulative incentive” as his earn- 
ings from service calls and his exclus- 
ive prospect list will increase each year. 

If the sales-engineer should leave 
the company or die his exclusive pros- 
pects may be sold for the highest bid 
to another of my salesmen or to my 
company. This will provide an added 
“accumulative incentive”. I will bene- 
fit by reducing my fixed overhead. My 
service department as such will be 
eliminated and I will only pay for serv- 
ice calls which are made on a “collect 
for service” basis thereby placing my 
service on a profitable basis and im- 
proving it at the same time. I am con- 
fident that there will be sufficient time 
for both service and selling as I have 
never seen a salesman whose time was 
completely occupied by good prospects. 


Prospects From Customers 


I want my customers to furnish us 
with a major portion of our new pros- 
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DAVIDSON'S FIVE POST-WAR OBJECTIVES 


ai 
| have five main objectives to accomplish when selling is re- 


sumed after the war: 


I want to become a ‘big’ dealer instead of a small one. 


| want to increase the number, abii:ty and earning power of 


my salesmen. I want to make it possible for my men to earn a 


subsiantial income. I want this earning power to be ‘accumula- 


tive’ so they will have an incentive to stay with my company. 


| want to sell additional new and related products which will 


help to smooth out the seasonal peak demands for certain appli- 


ances. 


7) 


] want to make the customers I sell such confirmed boosters 


for my company and the products I sell that I can depend upon 


them to provide a major portion of our new prospects. 


I want to provide my customers with better service, better 


operational instructions and more personal attention than they 


can possibly secure from the ‘price’ stores.”’ 


pects. Therefore, I must convince 
these customers that the products I 
sell and the service I render is better 
than can be obtained elsewhere. To 
accomplish this I propose to enlarge 
my building and erect on the second 
floor a theater-restaurant seating fifty 
people. The stage will be in two sec- 
tions. One section a model all electric 
kitchen, the other a model home laun- 
dry. The curtain a motion picture 
screen. There will be a permanent mo- 
tion picture booth with modern equip- 
ment. Once a week or as sales demand 
we will invite edch husband and wife 
who has purchased a major appliance 
to our “Family Party”. This party 
would start at 6:45 PM with recorded 
music and a news broadcast demon- 
strating our radio-record player or 
television set. At 7 PM we will dem- 
onstrate the preparation of a full eve- 
ning meal in the model kitchen thereby 
displaying the advantages ‘of all of our 
appliances, frozen foods, accessories, 
etc. After the food is prepared and 
while it is cooking they will be enter- 
tained with technicolor talking films 
showing the correct use of the appli- 
ance they have already purchased and 
used for several days. Thus we will be 
repeating in a more thorough and en- 
tertaining manner the _ instructions 
which the sales-engineer gave to the 
customer in her home a few days previ- 
ous. The educational films will be 
interspersed with cartoons and other 
entertainment. When the dinner is 





cooked the theater will be converted 
into a restaurant and every one served 
an exact duplicate of the mea! prepared 
on the stage, additional portions having 
been prepared at the same time in a 
commercial kitchen immediately behind 
the stage. 

This theater-restaurant will be the 
hub of our post-war activity. Our 
sales and service schools will be held 
there weekly. Service and sales films 
will be exhibited and discussed until 
everyone is entirely familiar with the 
subject matter. Our armed forces have 
demonstrated that you can quickly and 
effectively impart a technical education 
to untrained men by such methods. 
With these training films shown repeat- 
edly—not just once—I am of the opin- 
ion that a good salesman or serviceman 
of average intelligence can soon be- 
come a very good sales-engineer. The 
theater will be used for many other 
purposes. We will show architects the 
many advantages of the all electric 
kitchen and automatic laundry and how 
the housework can be simplified by the 
use of these appliances. It will be used 
for special demonstrations, for exhibit- 
ing new products and models, etc. 

I am also going into the utensil and 
accessory business on an extensive 
scale. During this survey I have seen 
too many ranges blamed for cooking 
failures which were entirely the fault 
of an improper or poor utensil. I have 
concluded that it is the dealer’s respon- 

(Please turn to page 46) 
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Tony Mahon's career runs something like the 

whole Winnipeg electric story—a combina- 

tion of accident, economics and salesman- 
ship. 





W. H. Carter, president of Winnipeg Elec- 
tric .. . a Kansas boy who made eyes over 
a farm fence at a Kansas girl, married her, 
and went on to a success story in Canada. 











William J. Tayler of Canadian General Elec- 

tric, one of the Winnipeg distributors who 

has played a part in making Winnipeg 
Canada's first city for electric cooking. 
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WINNIPEG... 
here Average Annual 


Nature Set the Scene, But It Was a Gigantic Job 
in Changing the Living Habits of So Many People. 


By TOM F. BLACKBURN 


GNATIUS Anthony Mahon—his 
] mother had the babies, his pious 
aunt gave them all saints’ names, 
he says—was a soldier in World War 
[ when some high explosive landed 
nearby. They picked him out of the 
dirt with the hearing in one ear gone. 
Hospitalized back to Canada, he re- 
turned to work for the “nickel” com- 
pany, but found he was all through in 
his chance to become a locomotive engi- 
neer. 

So they put him to work laying pipe 
1,500 feet underground. “Tony” got 
a crick in his back and wondered if the 
veterans school wouldn’t get him out of 
this. 

At school the mathematics floored 
him, but he took to electricity like a 
duck to water. And he had a positive 
talent for rubbing noses with his fellow 
men. That’s how he happened to wind 
up in Winnipeg, Canada, as merchan- 
dise manager for the Winnipeg Elec- 
tric Company. 


High Average Consumption 


Come to think of it, the story of Tony 


.Mahon is pretty much like the ex- 


planation of how the good people of 
Winnipeg happen to use an average of 
5,000 kw.hrs. per year. 

Average annual domestic consump- 
tion per customer was 5,289 kw.hrs. in 
1943 according to the City Hydro of 
Winnipeg, and about the same for the 
privately owned Winnipeg Electric Co. 
That’s some pumpkins when you re- 
member that the last report for the 
U.S. showed the average urban and 
non-farm family home used only 1,070 
kw.hrs. How come? ‘ 

To find out this writer shot up north- 
ward to the table flat plains of Mani- 
toba, nearly 500 miles north of Minne- 
apolis. Went northward until the sun 
set at 9 p.m. and twilight hung around 
until 10:30. To a town that is full of 
big banks which reach out 1,000 miles 
for business. A town where big beer 
trucks still haul wooden kegs about, 
and a stranger is quickly comforted 
with one 26 oz. bottle of whisky which 
has to last him a month. 


The answer to Winnipeg's 5,000 kw.- 
hr. electricity consumption per family 
lies in three things: Nature, economics 
and salesmanship. 

Remember that Winnipeg is the town 
where the well-known brass monkey 
got his ears frozen off. It is bitter in 
winter, 20 degrees worse than Minnea- 
polis, the natives say. Hotels bring 
your food in covered dishes, toast 
swathed in napkins. It costs a man 
about $120 a year to heat a modest 
home. Coal runs $14 to $15 for anthra- 
cite, and $9.38 to $11 for soft coal, we 
were told, and it is none too good. Oil 
is scarce and high. Gas costs $1.20 
per 1,000 cu.ft. 


Home Life Important 


It is so cold in Winnipeg that wives 
like to shop by telephone. Family life 
centers about home, and the folks lap 
up three hot meals a day. Delicatessens 
and bakeries do not exist in such num- 
bers as they do in the states, and fam- 
ilies can’t live out of bags. One keeps 
asking : What do these people do to use 
5,000 kw. hrs. of electricity a year? 
Don’t they heat their houses with it? 
The answer is no if you picture them 
running furnaces with electricity, in- 
stead of coal. However, in the roaring 
storms of winter it is a job to keep all 
corners of a home warm, and spot 
heaters are employed iar more liber- 
ally than in the U.S. The long hours 
of darkness in the winter—due to being 
so far north—make 300 watt “Trilight” 
—I.E.S.—lamps a necessity, and they 
use them constantly. The answer, we 
suspect, to the immense consumption 
of electricity lies in a totting up of the 
many varied uses in a community that 
thriftily does everything at home— 
cook, wash, iron, can, and keep warm. 

That’s two down in our explanation: 
nature and economics. You can add 
that the average income is high enough 
to enable a family to live well, but not 
to live out of tin cans as they do in 
the states. 

When you look over the salesman- 
ship situation, you have a_ beauty. 
Imagine a fight between Jack Dempsey 
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and Joe Louis, Ringling Brothers Cir- 
cus, and the play “Oklahoma” all 
thrown in for one admission. 

Round one would cover the titanic, 
ground shaking battle that goes on in 
this town of about 55,000 meters be- 
tween the Winnipeg Electric Co. (pri- 
vately owned) and the City Hydro. 
Every pole carries the customer his 
choice of two services. He has two 
meters in his homie measuring his hot 
water heating and other consumption. 

It all began back when a Sir William 
Van Horn founded an electric company 
out in this bleak prairie country and 
got 18¢ per kw.hr. There was water 
power in the rivers that feed Lake 
Winnipeg, but engineers said _ the 
winter ice would smash the dams. They 
eventually licked the ice and a munici- 
pal company was founded to compete 
with the private utility. Its merchan- 
dise department however, operates on 
its own, W. Sutherland of Hydro 
pointed out. 


Electricity is Cheap 


As one might suspect, electricity is 
cheap in Winnipeg. The City Hydro 
(municipal) is said to have about 6 
percent of the domestic customers. It 
reports an average domestic rate of 
.803¢ per kw.-hr. It has 43,443 light- 
ing customers, 31,162 heating and cook- 
ing, and 24,909 water heating. 

Ordinarily a municipal plant lies 
wrapped in sweet slumber, manned by 
deserving democrats or republicans, as 
the case may be. But not City Hydro 
of Winnipeg. General Manager John 
G. Glassco, who is retiring after 2 
years on the job, would be considered 
hot as a firecracker anywhere. He and 
Winnipeg Electric have hit each other 
with everything but the kitchen sink in 
their competitive activities. 

Two utilities in a town in a dog-eat- 
dog competitive situation, a cold cout 
try where it takes a lot of juice to keep 
warm, a place where electricity is cheap 
and competing fuel high priced. This 
is a natural for appliance selling suc 
cess. 


(Please turn to page 30) 
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Spot heaters are welcomed in homes with chilly corners. These help boost the average Trade-in ranges are always rewired to give them the speed of the latest models, and 
consumption of juice. incidently use as much electricity. 

















The trade likes cabinet ranges, so Winnipeg Electric has knocked off old legs on Coffee makers are pushed because a coffee maker on an electric range consumes 
trade-ins, and superimposed them on wooden bases, making them marketable. more current than on its own little heater. 
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There has been no let-up on home economics work during the appliance drouth. Up in Canada hearing aids are sold through electrical dealers. Winnipeg Electric 
Miss Norah Cherry guides Winnipeg women to greater home cooking activities. has jumped into this business to keep up its volume. 
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The Hudson's Bay Company towers over Winnipeg's main Street, ornamented with 
a plaque that gives the day of its founding in 1667. 
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Empire Radio and Auto Supply Co., Ltd., has a stock of radios that would make a 
U. S. store green with envy. Incidentally it is pushing paint in a big way. 


One question remains: How did they 
get so many people to change their liv- 
ing habits so quickly and invest in 
appliances which cost more than they 
do in the United States? A pretty 
good job has been done. W. Suther- 
land of Hydro states that while no ac- 
curate figures existed, saturation on 
appliances is about like this: 


Appliance Saturation 
Electric irons ................-. 100% 
MED cides ccetansdebamnakes 90 
Co sv odaenasdathneaetaad 75 
ME a .botdsasenenseeaanantt 70 
ey ON Sass os wae os 70 
NS PP eee eee ee 55 
Vacuum cleaners ............... 50 
WOON OWNED. cc ccctvccecanues 50 
NS EPS Meee cere ee 10 


Inhabitants of Winnipeg are not the 
“Gad, sir!” type of Britishers who 
think what was good enough for grand- 
father is good enough for them. You 
can’t spot them by their English accent 
and they can’t tell Americans either. 
They are pioneer types who gambled 
on coming out there, and are usually 
willing to gamble on appliances. Never- 
theless it has been a terrific job to get 
Winnipegians to purchase and use the 
equipment they do, and this article may 
highlight some of the strategy. Like 
the kid who has to be pushed into the 
water before he could be taught to 
swim, Winnipeg customers were often 
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pushed into 
today enjoy. 
Hydro began it in 1926, making 
Winnipeg one of the pioneer cities for 
electric cooking. Entire blocks of 
apartments were filled with ranges, 
rented to tenants, and the whole thing 
amortized over a ten year period. 
There is a touch of the west in color- 
ful Tony Mahon, merchandise manager 
for Winnipeg Electric. He has filled 
his windows with goldfish to sell lamps. 
At this moment he is planning placing 
a mirror in the entrance so that girls 
can see whether their slips show. W. 
H. Carter, Kansas born president of 
Winnipeg Electric (who made eyes at 
a Kansas girl across a farm fence and 
married her) would not object to Tony 
putting on a rope walking act daily in 
front of the building if it got business. 
While sales activities are skeleton- 
ized right now, Winnipeg Electric has 
far more merchandise than is to be 
found in a similar institution in the 
U. S. Usually an inventory of about 
$40,000 is carried. When Tony Mahon 
saw the war coming, he ran it up to 
$300,000.. Today it is down to $28,000. 


School for Salesmen 


situations—which they 


The practice of Winnipeg Electric 
is to get its salesmen by running a 
school. The best men available are 
hired and paid for attending. Morn- 
ings they call on prospects with some 








Notice how Stewart Electric is displaying range heating elements. That's something 
that is taboo in the U. S. right now. 


particular bit. of merchandise, and 
afternoons they study and recite. On 
Saturdays there are written examina- 
tions. At the conclusion, half of the 
men go on the permanent payroll. 
Being a salesman for Winnipeg Elec- 
tric is a good job and good men will 
work to get such appointments. Tony 
Mahon doesn’t think much of straight 
commission selling, of men who hang 
around for cakes and coffee money. 
Salesmen are placed in Class A, B or C. 
crews. A-men get two days weekly 
on the floor, B-men get none. Class 
C groups specialize on washers and 
cleaners. 

It is interesting to note how Winni- 
peg Electric has left no stone unturned 
to get customers to use more electricity. 
Free wiring ($18) has always been the 
vogue. For the last eight years all 
new homes built in Winnipeg have 
been Red Seal housés, ready for ranges. 

When cabinet ranges became. un- 
available, Tony Mahon got some of the 
older type, knocked the legs off of them, 
had cabinets built, and set the legless 
models on cabinets. As trade-in or 
second hand ranges are procured, they 
are rewired so that they are as fast as 
the latest models. 

When electric coffee makers passed 
out, Winnipeg Electric continued to 
promote the glass bowls themselves. 
Reason: Put them on an electric range 
and they will use more energy anyway. 

The first Trilight lamps turned on 
the 10 watt filament first. Winnipeg 
Electric had this procedure reversed; 
their customers get 300 watts first, 
and most of them leave them there, as 
they enjoy the greater volume of light. 

On lamp campaigns Winnipeg Elec- 
tric used to give 13 percent commission 
per carton plus prizes. Now they do 
it on wattage. Believe it or not, it has 
jumped the average wattage from 25 to 
60. 


Home Economics 


No let up on home economic activity 
has taken place during the appliance 
drouth. Miss Norah Cherry now talks 
to 200 women a month and keeps them 
pepped up into using their appliances. 
She describes Winnipeg as a city where 
families cook at home. You can’t chase 
junior down to the corner on a 
moment’s notice for a bag of dough- 
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nuts. Canadians eat three hot meals a 
day and that takes cooking. When a 
woman marries she expects to cook 
and to press her husband’s pants. There 
is not the running out to delicatessens, 
the eating out, and the dependence on 
tin cans, Miss Cherry says. Canadian 
menus differ from the U. S. in that 
they lack the hot breads, the hollandaise 
sauce, the amount of oils used in dress- 
ings, the whipped creams and ice 
cream. Miss Cherry’s advice on the use 
of nourishing foods is followed because 
they are cheap, government subsidies 
making oranges and lemons cheaper 
than in the U. S. and keeping: milk at 
10¢ a quart. 

W. Sutherland of Hydro was on his 
“holiday,” but ELECTRICAL MERCHAN- 
DISING talked to him by telephone. 

“We induced families in Winnipeg 
to adopt electrical refrigerators by 
making them a better proposition than 
they were then using,” Mr. Sutherland 
said. “Ice cost them about $3 a month 
and we offered lift-top refrigerators at 
$2.50. The same goes for water heat- 
ers and Hydro sells from-200 to 500a 
year.” 

Mr. Sutherland frowns on straight 
commission selling, and Hydro men get 
$125 a month plus commissions, with 
good men making from $300 to $400a 
month, jobs that attract the cream of 
the town’s salesmen. 


Winnipeg's Stores 


Winnipeg’s two big department 
stores Eaton’s and Hudson’s Bay Co. 
tower above other retail establishments. 
Far better stocks are carried than are 
found in the United States. At 
Eaton’s, which sports a bronze statue 
of Timothy Eaton on the main floor, 
there were plenty of electric ranges, 
wiring supplies. Eveready batteries, 
pottery and glass lamps, fixtures, rec 
ords and Hammond organs. Walter 
Rowcliffe and L. V. Salton, now assist- 
ant merchandise manager, have beet 
leading figures in typing the store to 
all appliance activities. 

Winnipeg has an electric association, 
over which Paul Kane presides in the 
McIntyre Building. W. J. Taylor o 
Canadian General Electric, Ed Smith 
of Westinghouse, Harry Reid @ 
Northern Electric have long been lead- 
ing lights in appliance distribution. 
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LIFE IN A TYPICAL WINNIPEG FAMILY 


Electrical Merchandising calls on Mr. and Mrs. 
Harold Birch, 599 Walker Ave., Ft. Rouge, Winnipeg. 





Day begins with Mrs. Harold Birch, who was Jam, hot oatmeal, tea constitute a regular Winnipeg meal. The five Birch children Canadian kids lick in and help with the 
born in England, getting out the tea things. do not always get up for breakfast with their parents. work, Here are Bernice, 9, and Carole, 5, 
doing the dishes, 








While the Birch family has a Frigidaire, a Canadian families amuse themselves evenings. The Birches gather in the living Canadian women press their husband's pants 
range and a water heater, it owns no vacuum room before an electric fireplace, listen to the radio and romp on the floor. and do their own ironing. Mrs. Birch works 
cleaner. Dennis, 13, runs the dust mop. while Carole, 5, and girl friend look on. 





Allen, 17, demonstrates what's cooking out- Exterior of Birch home, showing how both Winnipeg Electric and Hydro municipal Girls help with bedmaking. Bernice, 9, 
side in Winnipeg's winter time. He's apply- service lines are carried on same poles; give citizens two choices of electric supply. smoothes the covers in her upstairs room. 











ing polish to his skis. 
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Servicing HORTON 


These pictures cover the Horton Portable | Iron 





lf the ironer fails to heat we suggest that you 
check the following first: (1) The cord and plug 
and receptacle to see tbat the current supply is 





there. (2) Connect a jumper wire across the 
terminals of thermostat. If the shoe heats, it is 
an indication that the thermostat is at fault and 
should be replaced with a new one. (3) [If all 


investigations indicate that the element is burned 
out, replace with a new shoe assembly. 


How to Remove Thermostat 





Pull out wires and remove connections by unscrewing 
them. Do not disconnect the wires. 









Before disconnecting the wires, mark them with colored Release the pressure on pressure spring by loosening 
string so that you can identify them correctly when the lock nuts. 
again making the re-connection, then disconnect. 





Pull thermostat cover back and loosen the terminal 

screws to remove connections. Bend ears back on shoe 
cover that hold thermostat in place and remove the 
thermostat. In replacing the new thermostat, be sure to 
clamp thermostat in place by bending the ears back in 
clamping position. 








Loosen the set screw in bushing so that flexible conduit 10 Turn pressure adjusting screw to the left until it is 


Taking Off the Sh 0e : : : my out. unscrewed from link pin. 








3 Remove plug from base by prying with screwdriver. 7 Pull out heater lead wire. 


11 Remove the lock nuts from pressure screw. 
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JITRONERS and WASHERS 


ible | Ironer Models 640 and 640-A and 36 Washer 








Motor Fails to Operate: 
Remove Control Switch 










ening 


it is 


13 Hold shoe and pull out shoe link pin. 


14 Complete shoe with thermostat assembly removed 


from pressure screw.) 


(See preceding picture for these steps: Loosen 
the set screw in link pin. Release the pressure on 
pressure spring by loosening the lock nuts. Turn 
pressure adjusting screw to the left until it is 


unscrewed from link pin. Remove the lock nuts 





15 Drive out link mounting pin. 


16 Remove the control lever assembly. 


"9 Unsolder the switch connections. 





Remove the two screws that hold the insulation 
cover and the switch. 


from ironer. To replace new shoe, follow sequence 
of operations in reverse. 











Previous Service Articles 


HIS is one of a series of “how to’ service articles on specific 

makes of electrical appliances. These step-by-step operation 
instructions are prepared by Electrical Merchandising, in cooperation 
with the manufacturers, and carefully checked for accuracy. Already 
published are similar service articles on the following makes of appli- 
ances: Westinghouse irons (February, 1941); ranges (August, | 943); 
Maytag washers (April and September, !942); Knapp-Monarch 
toasters (November, 1942); Premier vacuum cleaners (November, 
1942); Simplex ironers (March, 1943); Speed Queen washers (March, 
1943); wringers (June, |943); lronrite ironers (April, 1943); General 
Electric and Hotpoint irons (April, 1943); General Electric washers 
(May, 1943); refrigerators, Type CA (October, |943): Blackstone 


1943); washers (July, 1943); percolators (October, !943); toasters 
(November, 1943); cleaners (April, 1944); ranges (August, 1944); 
Lovell wringers (June, |943); Hotpoint ranges (June, 1943); Apex 
washers and ironers (July, |943); Easy washers and ironers (August, 
1943); Chromalox electric range units (September, 1943); Thor wash- 
ers ‘ag vine 1943); Norge refrigerators (November, |943); Bencix 
washers (November, 1943); Gibson refrigerators (December, 1943); 
Telechron clocks (February, 1944); Dexter washers (March and April, 
1944); Motorola radios (March, 1944); ABC washers (April, 1944); 
1900 washers (May, 1944); Crosley refrigerators (June, 1944); Auto- 
matic Laundry Queen washers (July, 1944); Frigidaire refrigerators; 
Frigidaire ranges (September, 1944). 











ironers (May, | 943); wringers (September, 1943); Universal irons (May, 





NG ELECTRICAL MERCHANDISING—OCTOBER, 1944 PAGE 33 











Servicing HORTON IRONERS and WASHERS 
















The complete switch is removed. To replace new 


switch, follow same operation in reverse. 





How the Mechanism 
With Motor Comes Off 





8 Set the ironer on end and remove the three screws 
that hold the mechanism to the support casting. 






1 Cut or untie draw string on outside cover. This will 
not be necessary if you have a long socket wrench 
to remove the roll shaft screw. 






22 Remove the roll shaft screw on inside of roll with 26 Remove the connectors by unscrewing same. Do not If the mechanism is to be shipped back to the fac- 
open end wrench or pliers. disconnect the wires. tory be sure to clamp the motor and mechanism 
together with screws and nuts so as to prevent the oil from 

leaking out of the mechanism. 








E xu 


2 If roll is tight on shaft, pry loose with screwdriver 27 Before disconnecting the wires, mark them with 31 Mechanism and motor units are frequently damaged 
as shown. colored string or some other method so that you when returned to the factory if not properly packed. 
can identify them to again make the correct re-connec- Before wrapping this unit, be sure to wrap the entire 

tions. Then disconnect the wires. mechanism and unit with corrugated paper. é 


EL 
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How to put on a New Roll 
Padding and Outside Cover 


4 ties es 3 
3 Apply a thorough coating of silicate of so 
glass) to the metal drum. 


After applying the silicate of soda, place the burlap 
end of padding on drum. Be sure to place the flat 
or burlap side of padding toward the drum. 


34 Bring the shoe forward in the ironing position and 
roll on pad. As you roll on the pad, stretch the 


pad as tight as possible onto the drum; otherwise there 
will be too large a gap between the ends. 


) 


35 With shoe in the open position, fold back 2 or 3 


inches of the end of cotton flannel as shown. 


36 Place the outside cover on roll with the hemmed 

edge inside next to drum. Fold 2 or 3 inches of 
cotton flannel over outside of cover. Proceed to iron the 
cover on in the normal ironing way, smoothing out the 
wrinkles and keeping the cover straight. 


31 Pull the draw strings tight and tie with a knot at both 
ends, tying the support end first. 


Removing the Mechanism 
From a Type 36 Washer 


Only when something breaks or is worn out 
do you need to do this. Failure to operate is the 
symptom. No need to do this when flushing out 
or oiling. Portholes are provided for this. 


349 Turn machine upsidedown and remove the split rings 
or cotter pins which hold the caster sockets in place. 
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Remove the four screws which hold the mechanism: 
to plate. 


; ) 


This shows the mechanism removed and in the up- 
right position. 


AMINES Yt 


CONTINUED ON PAGE 36 
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Servicing HORTON IRONERS and WASHERS 





Disassembling the Mechanism Gear Box 
In Order to Replace Various Parts 





Place the mechanism on supports in the upright posi- 
tion and drive out taper pin in shifter arm. 


Remove the worm gear assembly. After the mechan. 

ism has been torn apart, it is advisable to remove 
thoroughly all the old oil and dirt. To re-assemble the 
parts, follow the same operation in reverse. 


Remove the screws that clamp the cover and gear 
box together. 





54 If a new rack or agitator pinion has been replaced, 
it is sometimes necessary to make an adjustment to 
obtain the proper clearance between the teeth of 
the rack and the pinion. 





Notes on Adjusting Rack 


This adjustment can be made by turning the 
adjusting screw in the dis-engaging arm with o 
wrench as shown in the illustration. The proper 
ar clearance between the teeth is that neither should 
fit too tight or too loose, but have a free rolling 
contact. This condition can be plainly observed by 
rotating the pulley by hand. After the proper 
adjustment has been made on the teeth be sure to 
lock this in place by locking the nut tight on the 
adjusting screw. 


Another point to remember is that when replac- 
ing the worm, the worm should be adjusted so that 
there is no end play. In some of the older models 
which have the Timken roller bearing on each end, 
this is accomplished with shims between the bear- 
ing sleeves. On the later models, this adjustment 
can be made by turning the %4 in. diameter screw 
in the end bearing sleeve. Be sure to tighten the 
lock nut after this adjustment is made. 





La 





To again lubricate the mechanism, one pint of oil 
should be used—if more or less is used, it will 
cause trouble. To obtain the correct oil, Horton 
recommends that this be purchased direct from the 
47 Remove the rack. 51 Remove the end thrust bearing sleeve. Horton Mfg. Co. or authorized distributors oF 
dealers. 
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Is Your Store 
on their shoppin g list? 











echan- 
emove 
le the 





Retail merchants handling electrical appliances 
and equipment make the most of a rural market 
like this by anticipating it. Stock and display 


These are the products in your line 
advertised in current issues of 
the FARM JOURNAL. Display them. 





The Joneses are making a list—a list of the things they’re going to get when they go to the stores to- 
morrow. Actually, they’re doing the buying now—making their selections from the products advertised 
in FARM JOURNAL. Multiply the Jones family by 2!/, million—and you have the number of choosey farm 
families who do their purchasing the same way. This is a mighty powerful group—with billions in in- 
come, and an instinct to use it wisely. And FARM JOURNAL is a mighty force when these 10,000,000 
people-in-need-of-things check it through for buying ideas. 


products FARM JOURNAL advertises. You'll be on 
the way then to a real share in the profits that come 


when people like the Joneses come to town. 


Of the FIRST FOUR 
ONLY ONE covers 
the rural market 








ALCOA ALUMINUM KELVINATOR 
— ARMCO STEEL MONARCH RANGES 
me BOND FLASHLIGHT BATTERIES NORGE 


eth of 
BRIGHT STAR FLASHLIGHT 


BATTERIES 
BURKS WATER SYSTEMS 
EVEREADY FLASHLIGHT BATTERIES 
FREEZE-ALL 
FRIGIDAIRE 
GENERAL ELECTRIC 


PARMAK ELECTRIC FENCER 
PHILCO PRODUCTS 
REPUBLIC STEEL 


U. S. STEEL 
ig the 
with a ff 
proper 
should 


ZENITH RADIOS 


SPEED QUEEN ELECTRIC WASHERS 


WESTINGHOUSE PRODUCTS 





rolling 
yed by 
proper 
ure to 
on the 





Successful merchandising is based on facts. Write today and have us tell you how many 


FARM JOURNAL subscribers live in your own county. In 2 counties out of 3 (practically 


eplac- 
o that 
models 
h end, 
 bear- 
stment 


Saturday Evening Post or Collier’s. 


screw 
en the 


of oil 
it will 
dorton 
pm the & 


rs or ¥ 


GRAHAM PATTERSON, Pxblisher 


SING 
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all but the metropolitan areas), FARM JOURNAL readers outnumber those of Life, The 


FARM 


Washington Square, PHILADELPHIA 5 


JOURNAL 
armners Wife 
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Photographic Supplies 


as a Sideline 


OR the small dealer, particularly 

the individual who conducts a 

one-man operation in radio serv- 
ice and table appliance repairs these 
days, a photographic supply depart- 
ment may well prove a profitable war- 
time sideline. Further, when radio set 
and electrical appliance sales again be- 
come the paramount factor in this 
dealer’s operation, the photo depart- 
ment should produce sufficiently worth- 
while dividends to justify its continu- 
ance, possibly even its expansion, ac- 
cording to Gunnar Holme of the Holme 
Radio and Refrigeration Service of 
Millburn, N. J. 


How Department Was Started 


Briefly, here’s the case history on 
this radio and appliance outlet and the 
way in which photograph happened to 
enter the picture: 

Now in Burma, Sigurd Holme is 
busy on refrigeration work. His boss 
for the duration is the Air Transport 
Command. Originally, until Pearl Har- 
bor flamed into the news, he was The 
Mr. Holme in this one-man enterprise, 
selling radios and appliances from a 
15x35 store in a residential com- 
munity with 3,017 wired meters. He 
advertised “Reliable repairs on all 
makes of electrical appliances.” 

Sigurd put on a uniform soon after 
the start of the war. Brother Gunnar, 
who formerly operated a small store in 
nearby Irvington, handling radios and 
camera supplies, moved into the Mill- 
burn shop. Naturally, he brought his 
stock along with him. 


Values Department Highly 


Ever since then, even with cameras 
just as scarce as appliances and film 
supplies exceedingly low for a lengthy 
period, the photo department has con- 
tributed a minimum of 20 per cent to 
the gross income, as computed each 
quarter, Sometimes, it has been nearer 
30 per cent. 








Holme Radio, Milburn, N. J., found 
them sufficiently successful to plan to 
continue the department after the war 








Besides boosting total income by 20 percent through sales, the photo depart- 
ment also brings many new customers into the radio and appliance repair shop. 


In addition to this direct dollar in- 


come, the department has brought 
many new customers into the store. 
Gunnar Holme estimates that the 


volume of radio and appliance repairs 
has been boosted as much as 10 per 
cent as a result of meeting these new 
customers through the photography 
department. 

Film development, prints and en- 
largements are handled for him by an 
outside company specializing in this 
process work. His contact with this 
concern is through the usual daily pick- 








One table appliance to every three radio sets is about the ratio of service jobs 
currently flowing across the repair bench where Holme spends eight hours a day. 
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up and delivery system. 

The photography department thus is 
strictly a sales operation in the busi- 
ness. Although Gunnar Holme hap- 
pens to be well grounded in the funda- 
mentals of photography, he does not 
consider this knowledge imperatively 
essential to the successful introduction 
of such a department. Very little 
photographic material and very few 
cameras would be sold through drug 
or chain outlets, he asserts, if highly 
technical knowledge was the all-im- 
portant factor. In large department 


stores he has visited, Holme states 
further, he has not been impressed by 
specialized knowledge in back of the 
counters where the photo supply busi- 
ness has been conducted. 


Ten Hour Workday 


Currently, Holme is putting in ten 
hours a day, six days a week. A year 
ago he tried a 12-hour daily trick for 
several months but found he accom. 
plished little, if any, more work at the 
repair bench. During the forepart of 
the week he turned out an increased 
number of repair jobs as a result of 
the longer workday but along towards 
the end of the week, he lagged badly, 
he said, and the net result was no better 
than when operating on a straight ten- 
hour schedule. At the present time he 
usually has around 100 radio sets and 
30 to 40 assorted small applianées on 
hand for service. 

Mrs. Holme is the bookkeeper. Dur- 
ing the two hours she spends in the 
store every afternoon, Holme hits the 
trail in his coupe, yanking out or re- 
placing radio sets which are repaired 
at the shop. An artist, Mrs. Holme 
hand colors photographs which bring 
her a neat income on the side. 

The absent partner, brother Sigurd, 
apparently is due for quite a surprise 
when he returns to Millburn. The old 
shop won’t look the same. Gunnar 
plans to move into larger quarters, a 
store with more than four times the 
floor area, by the time radios and appli- 
ances again hit the market. 

In the new set-up, half the floor space 
will be turned over to radio and appli- 
ance sales displays and the balance will 
be divided between a service shop and 
a photo department. The latter has 
played such an important part in the 
fight for survival during the lean days 
of the war it is certain to receive more 
than passive consideration when it 
comes time to allocate store space to 
post-war departments. 








When Sigurd Holme sailed for Burma, brother Gunnar stepped into this radio and 
appliance outlet, bringing along with him a photographic supply department. 
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Convincing proof of the widespread interest in the Deepfreeze 
Home Freezer is to be seen in the instantaneous and impressive 
response to current Deepfreeze national advertising. 

Perhaps sooner than you think, that interest in the Deep- 
freeze will mean a great new selling—and money-making— 
opportunity for you. Deepfreeze advertising is planting the 
seeds of desire for Deepfreeze today. Now is the time to get 
ready for the harvest tomorrow. 


DEEPFREEZE UNITS ALONE PROVIDE 
100% PRIMARY FREEZING SURFACE 


Full-page Deepfreeze advertisements in leading magazines are 
awakening home freezer buyers to the vital significance of the 


Cartridge cases, airplane nose and tail gun turrets, 
blood desiccating units and industrial freezing 
equipment are among the war products that Motor 
Products Corporation is proud to be making to 


speed the day of Victory. 
AWARDED 
DETROIT PLANT 





TRADE MARK REG. U. S. PAT OFFICE 


FEDITEEZE 


Deepfreeze freezing principle—100% Primary Freezing Sur- 
face—a fundamentally superior feature that no other home 
freezer can offer. The Deepfreeze freezing principle is protected 
by exclusive patents. 

In a Deepfreeze alone, a solid wall of direct-action freezing 
surface entirely surrounds the food storage chamber. Thus, in 
a Deepfreeze the maximum temperature differential between 
refrigerant and food storage chamber is less than two degrees. 
This prevents food dehydration, keeps foods fresher, longer— 
keeps operating costs lower. And the clean “‘machinery-free”’ 
interior means more food storage space. 

Thousands of Deepfreeze units serving America since 1938 
prove the dependability and trouble-free performance of the 
Deepfreeze. Before you decide on selling any home freezer, 
be sure to learn why none can be “just like” a Deepfreeze! 











SING 


Main Plant: Detroit, Michigan 


ONLY MOTOR PRODUCTS CAN MAKE A “DEEPFREEZE” 


MOTOR PRODUCTS CORPORATION 
Deepfreeze Division: 2440 Davis Street, North Chicago, Illinois 
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Canadian Plant: Walkerville, Ontario 
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Remember how King Solomon offered to cut a baby in 
half to settle an argument? 


Well, you’re going to be in pretty much the same 
boat. Only with you it’s irons! 

We’ve manufactured all the G-E irons the War Pro- 
duction Board would allow . . . but there just won’t be 
enough for everybody who wants one. Government 
surveys reveal that many families need electric irons 
very badly. And those are the families who should have 
first claim to these new G-E irons. 


You may not get many to sell but we know you’ll 
make sure that those you do get go to customers with 
the greatest need. 


From the top down 


The distribution of these G-E irons is being regulated 
all along the line: 


@ The War Production Board tells us how many we 
can make. (The manufacture of these irons has not 


curtailed our war production in any way.) 

@ We are apportioning the irons to distributors on 
the basis of past sales in each geographical district 
. . . subject to any population changes which may 
have taken place. 

®@ The distributor will work out for each individual 


dealer the fair amount of G-E irons to which he is 
entitled. 


Irons you can be proud fo sell 


We’re backing these irons with nationwide advertising. 
You can back them, too. . . because they’re standard 
G-E models . . . designed and tested to insure years of 
service at top performance. 


When war conditions permit production of addi- 
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tional irons and other appliances, you'll find General 
Electric’s long record for performance and service 
paying off for you in increasing sales. 

General Electric Co., Appliance and Merchandise De- 
partment, Bridgeport, Conn. 





The manufacture of irons by G. E. is to meet a 
critical civilian need revealed by Government surveys. 


It interferes in no way with General Electric’s pro- 
duction of war material. 


General Electric is still working night and day to 
speed the attack. 


You can help, too, by buying and holding more war 
bonds than before. 
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Lravel with Trav-ler 


” 
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**Actually!...you’d think you were in the studio! 


ce 










Every note coming through the new postwar 
Trav-Ler is so clear and lifelike that listening is like 


traveling to the broadcast... like having a seat OE 5 


right down in front row, center. 


—LLi) 






This amazingly realistic reception, in both AM and FM, 
will be the big selling feature of Trav-Ler Radios... 


even ahead of their eye-appeal and low price. 
Future-minded dealers and distributors are invited to inquire 
about postwar Trav-Ler Radios and Karenola Record Players. 


TRAV-LER KARENOLA RADIO & TELEVISION CORPORATION 
1028-36 W. VAN BUREN STREET, CHICAGO 7, ILL. 





AL 4 rework 


RECORD PLAYER 


“Swing’s The Thing” 
Heard on W-G-N 





\] 
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LEFT 


Right and left ends of the carrier. 
One set of wheels are shown in the 
“up" position and one set in the 
“down" position. Four-inch web 
band that goes around merchan- 
dise is rolled up into the drum. 
Handle that operates drum is an 
ordinary ratchet wrench handle. 
Note short piece of cord rope 
used to trip the wheels when oper- 
ator wishes to lower merchandise 
to floor. Between two wheels of 
right hand carrier is lever used to 
swing wheels into position when 
merchandise is loaded. 








RIGHT 


Operator tightening band around 
merchandise before the loading 
operation. Note padding around 
part which comes in contact with 
the merchandise. Where this four- 
inch web is used there is no possi- 
bility of damaging finish. Desired 
pressure on this web band can be 
obfained by adjustment of control. 

















A Unique 


Merchandise 
Carrier..... 














By CECIL SEGER, 


Manager, Service Department, 
lowa Electric Light & Power Co. 
Cedar Rapids, lowa 





View of the carrier before the merchandise is Operator raising one end of the merchandise with one foot placed 
OVING electrical merchandise to and raised up on the lever that swings the large castors under the merchandise. 
from the dealer’s store and the cus- 
I tomer’s home has always been some- 
what of a problem. I have a feeling that this 
problem will be even greater in the post-war 
period due to the fact that most manufacturers 
are contemplating building large, self-contained 
electric household units such as home freezers, 
dishwashers and special devices of all kinds. 
Many of these units will be porcelain enamel 
which creates a hazard in any moving operation. 
Having experienced some of these troubles 
several years ago we designed in our shop a 
special carrier for the purpose. The photo- 
graphs clearly show the carriers themselves, 
the method used to attach them to the merchan- 
dise, and the merchandise after it is ready for 
deliy ery i ; 


~ - 





This carrier works equally well on ranges, 
refrigerators and other hard-to-handle electrical 
merchandise. We have every reason to know 
that this carrier is entirely practical because 
we have used it for several years. It is not 
expensive to build, the cost being comparable 
to any good manufactured carrier. In addition, 
ithas many advantages not found in an ordinary 
carrier, 








‘ If any one should be interested in the exact 
Specifications of this carrier, I would be able tu 
furnish them. 


Two views of the merchandise loaded and ready for delivery. Note large, rubber-tired full-swivel castors allow merchandise 
to be turned in a full circle; facilitates getting around short corners. High and low handle makes it possible to load mer- 
chandise on truck with ease. Merchandise need not be tilted. Last picture shows author, Cecil Seger. 
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| gue THIS MODERN STRUCTURE are 
coming the ideas for the Maytags of the 
future... the Maytags you will sell. 
For it is the new home of the Maytag 
Research and Development Department. 
Recently finished, this building replaces 
outgrown quarters, and houses the most 
modern and complete engineering 
laboratory in the industry. In it are the 
drafting rooms, shops, testing laboratories, 
and chemical laboratory used not only 
for the planning, building, and testing of 
those innovations and improvements 
that will characterize the Maytags of the 
future, but also in applying those rigid 


Maytag research and development 


controls that have kept, and will keep, 
Maytag quality the envy of the industry. 
Although Maytag engineers have devoted 
much of their time during the past two 
and a half years to war products and have 
made substantial contributions to the 
safety and effectiveness of combat aircraft, 
they still have had some time to dream and 
plan and design better peacetime products. 
This new Research and Development 
building is additional evidence that Maytag 
regards its leadership as a public trust 
and that no effort will be spared to keep 
Maytag at the front of the washing machine 
procession. It is, indeed, concrete proof 


OCTOBER, 








of Maytag’s determination that Maytag 
dealers will continue to reap the profits 
resulting from the fastest selling washer in 
the world. Electrical dealers all over the 
nation should always keep these important 
facts in mind. 


THE MAYTAG COMPANY, NEWTON, [OWA 


WASHERS 


IRONERS 
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Heating Equipment 


Has Been a Life-Saver, Says... 

















ALE of heating equipment has 

been a life saver during the past 

two years for White Appliance 
Co., Nashville, Tenn. Orville White, 
Jr., proprietor, said he got into the 
business via stokers which he has 
handled from the day he opened shop. 
Now heating equipment accounts for 
80 per cent of his sales. 


Sells Conditioned Air 


“You see my shop today really deals 
in conditioned air,” explained Mr. 
White. “I sold and still sell as avail- 
able, refrigerators, water coolers, ven- 
tilating fans and stokers. To them I 
have added furnaces, blowers, heating 
controls, filters and insulation, so that 
[ can provide comfortable living con- 
ditions for the home winter and sum- 
mer whether it be heating, cooling or 
ventilating. In other words, I think I 
have struck the note I will stress in 
the after-war period, namely com- 
plete year around air-conditioning for 
the home.” 

“I began handling furnaces and 
other heating equipment when I found 

€y were available for replacement 
purposes where electrical appliances 
were not. It was only a step from 
selling stokers to selling furnaces. 
After the war also I will sell electric 
heaters and oil burners. As a matter 


Interior of store, showing Orville White, Jr., proprietor, demonstrating a furnace. 


of fact I will sell everything from baby 
bottle warmers to walk-in freezers. I 
will heat the house, cool it or ventilate 
it and furnish cabinets for refrigerat- 
ing or warming and drying.” 

Mr. White added that he did not go 
in for ductwork in connection with 
heating sales. Rather he turns that 
over to a sheet metal shop where neces- 
sary. However, many furnace sales 
are replacements where existing duct- 
work is used. He is interested princi- 
pally in the merchandising side of the 
business. That is why he did not go 
into appliance repairs and service as 
have many electric specialty shops. 


Attic Insulation Jobs 


Scores of attic insulation jobs have 
been sold by Mr. White. In fact he 
said it was the easiest thing he ever 
sold, being encouraged by the govern- 
ment which permits payments to be 
spread out over three years, if desired 
by the customer. He has sold a lot of 
jobs for cash. Insulation practically 
sells itself, he said, and all he does is 
go around and take orders. An insulat- 
ing display in his window has drawn 
him a number of customers. 

“One reason I like the combination 
of refrigeration and heating is that 
they go together so well,” explained 
Mr. White. “I sell refrigerators, cool- 
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Orville White of Nash- 
ville’s White Appliance 
Co., who found that fur- 
naces, blowers, heat con- 
trols, filters and insula- 
tion were available for 
replacement purposes 
when other appliances 
were not 





Front of place of business of White Appliance Co., Nashville, Tenn. 


ers and fans in the summer and heat- 
ing in the winter. Furthermore, heat- 
ing today has really gone electrical 
with the stoker, the blower and the 
controls being electrically operated. 
On top of that electrical house and hot 
water heating have become very popu- 
lar in this territory. So I can hardly 
tell where the electrical business leaves 
off and heating takes up. As a matter 
of fact I think they go together.” 


Will Sell Complete Job 


When new home construction begins 
after the war, Mr. White figures he 
will be sitting pretty. Here is what he 
proposes to sell the home builder: a 


complete electric kitchen, a package 
heating system, a home laundry includ- 
ing washer, drier and ironer, an attic 
fan and insulation. He figures that he 
ought to get $2,000 to $3,000 out of 
each house job that he sells. That is a 
far cry irom pre-war days when if a 
dealer placed a refrigerator, a range 
or some other individual item in the 
home he thought he was doing well. 
In order to be prepared for this era of 
home building, estimated by experts at 
1,000,000 houses per year for the 
United States, White will set up com- 
plete package displays in his store in- 
cluding the electric kitchen, heating 
systems, home laundries, etc. 
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than you 





By the time you read this, the war in Europe 
may be over. Partial reconversion of industry is 
already a fact and full-scale resumption of civil- 
ian production will come quickly after final 
peace. The point is that the “postwar era” will be 
here a lot sooner than many of us realize. The 
time for planning will be past—the time for action 
will be with us. 


The sale of compact, low-cost oil-burning heat- 
ing units for small homes was big business before 
the war. Surveys indicate that when peace comes 

. it will be even bigger. The public will want auto- 

b matic ojl-burning units for convenience, and 
vaporizing oil burners for economical and satis-. 

* factory operation. Of interest to,you is the fact 
that in this category 


H.C. LITTLE LEADS THE FIELD 


WITH THE ONLY FULLY AUTOMATIC ELECTRIC 
IGNITION NATURAL DRAFT VAPORIZING TYPE 
BURNER Available in a complete line, includ — 
ing Conversion Burner¢, Floor Furnaces, Base- 
ment Furnaces, Utility Room Furnaces, Space 
Heaters, Water Heaters, Wall Furnaces, etc. 


That is why, after the war, H. C. Little dealers 
will again have the competitive advantage — be 
selling what more than 75% of all home owners 
want — heating equipment designed especially for 
the typical 5- to 6-room house. That is why many 
capable merchandisers are going quietly ahead 
NOW with preparations for selling the H. C. 
Little line as soon as civilian models are again 
available. They know that always, in the head- 
long rush of events, “It is later than you think.” 


Way We 


send you, without delay, 
a copy of “How to Get 
Real Profits in Postwar 
Heating” with our comp- 
liments? 


H.C.LITTLE 


Co. 


CALIF. 


Burner 


SAN RAFAEL, 


Branches in Principal Cities 
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One Dealer’s Post-War Plan 





sibility and also to his advantage to 
follow through to the last detail on such 
items. 


Booster's Club 


I believe we can thank war concerns 
such as Jack & Heintz for demonstrat- 
ing that it pays to provide our em- 
ployees with something more than a 
place to work. I believe that it may 
be good policy to give our customers 
more than just a place to buy. I pro- 
pose to seek new prospects through my 
customers by forming a “Boosters 
Club.” To become a member of this 
club a customer must turn in a prospect 
which we sell. The customer will then 
be invited to a Booster Party which 
will be held in the theater-restaurant. 
The party will consist of a good dinner, 
movies and other entertainment. The 
salesman making the sale will also pre- 
sent the customer with a gift such as 
one piece of a good cooking utensil set. 
The company will furnish the dinner 
and entertainment, the salesman the 
gift. The gifts will likely be one piece 
of a set to encourage sending in addi- 
tional prospects to complete the set. 

This program is all that I can man- 
age at present, but if the plan is suc- 


| cessful and we prosper I propose to 


| going 








purchase a good fishing boat to be used 
by members of the Booster Club and 
my employees. 
have a fishing camp on the Florida 
Keys for Boosters and employees and 


a summer camp in North Carolina for ° 


employees’ vacations. 
The Trade-in Problem 


One of the very serious problems 
which we dealers must facé after the 
war is trade-ins. Many people have 
purchased antiquated appliances at ter- 
rific black market prices and they are 
to expect greater allowances 
than they can possibly get. Trade-ins 
will depreciate rapidly in value as pro- 
duction increases. They must be turned 
quickly for they could depreciate 50% 
in 90 days. Trade-ins were a problem 
before the war. Salesmen usually talked 
the value of the trade-in up to the com- 
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Ultimately I want’ to. 





pany in order to make the sale, but 
when it was on ‘the dealer’s floor he 
talked it down to the dealer for the 
same reason. It was difficult to rely on 
anyone to make appraisal and if the 
dealer made them himself most of his 
time was taken up in this manner and 
many appraisals failed to materialize 
into sales. 

About eight months before the war 
canceled out my sales force, I put a new 
trade-in plan into effect which was 
very satisfactory to all concerned. [| 
turned the trade-in business over en- 
tirely to my salesmen. The trade-ins 
were their property. They bought 
them outright and resold them through 
my company at their own prices. I 
financed the purchase, handled the in- 
stallment payment on resale and 
charged them 15% of the resale price 
for handling. The result was that I 
was completely out of the used appli- 
ance business. Trade-in values imme- 
diately dropped sharply and the resale 
prices rose sharply proving that they 
could be traded in for less and sold for 
more. All salesmen made money, some 
made as much as on new sales and the 
stock was turned quickly. In many 
cases the truck delivering the new 
equipment picked up and delivered the 
trade-in. Occasionally there was a 
second trade-in on the first trade-in and 
all deliveries were made without any of 
the appliances coming into the shop. 
This never happened before this plan 
was put into effect. Most of the sales- 
men cleaned and repaired their own 
trade-ins which convinced me_ this 
entire plans is workable. 


Employee Get-Togethers 


This, of course, is a general plan. 
As we go along we will question our 
customers and Booster Club members 
on what they want and revise our plans 
accordingly. We will also have weekiy 
employee get-togethers for the same 
purpose. I will be on the same basis 
as my salesmen sharing floor time and 
servicing my own sales for I have 
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“NOW, MOTHER! JUST BECAUSE DONALD IS AN ELECTRICIAN FIRST CLASS!" 


OCTOBER, 
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Remember that one about “ For lack of a nail... 


a kingdom was lost?” We were reminded of it as 
letters pour in from retailers all over the country. 
We cannot help but feel sorry for those dealers 
who...come Peace again... are going to lack the 
means of nailing down the sale. In other words, 
your customers, through Blackstone’s national 
advertising, are going to be conscious of the fact 
that there is more to home laundering equipment 
than just a washer. 


Two-thirds of the job 


A Division of J 


BLACKSTONE CORPORATION, JAMESTOWN, N. Y. 


n Metal Equi, t Co., Ine. 








= KINGIOM 


WAS LOST! 
a oa 


plete Home Laundry comes in to clinch the sale 
and make everybody (including you and your 
cash register) happy. 

To solve this long overlooked problem, Black- 
stone has designed and perfected the Complete 
Home Laundry ...a streamlined and integrated 
unit of counter-height and depth which does the 
complete job of washing, drying and ironing. 
It will undoubtedly prove the most saleable 
merchandise that 
ever occupied space 





... drying and iron- 


“ on your display 





ing... still has to be 
done. That’s where 
the Blackstone Com- 





WASHING 














BLACKSTONE 


PRODUCT 
AMERICAS OLDEST WASHER MANUEACTURER 


floor. Don’t delay... 
write now... or sales 
may be lost. 








DRYING 





IRONING 
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This advertisement 
will appear in 


THE LADIES’ HOME JOURNAL 
fetole}> me le)'h14.43401, fc) 
BETTER HOMES & GARDENS 
THE AMERICAN HOME 
HOUSE BEAUTIFUL 
THE PARENTS’ MAGAZINE 






























Making Profits By Saving Work 


As SOON as civilian buying begins, no field will be 
lusher with “réady-to-buy” prospects than the modern 
kitchen field! 

Mullins, maker of YOUNGSTOWN Kitchens, has 
kept YOUNGSTOWN Kitchens and their work-saving, 
step-saving features before 16,000,000 National magazine 
reading families, constantly. Floods of inquiries prove 
that women are thinking NOW in terms of work-saving 
kitchens for postwar living. J 
YOUNGSTOWN dealers will have the x 4) 
advantage of inquiries from prospects in ‘> =o 


their own territory. 
kitchens. 


YOUNGSTOWN KITCHENS 
Mullins Mfg. Corp., Dept. EM-1044, Warren, Ohio 


Please send me YOUNGSTOWN booklet, 
“Get Acquainted with Your Kitchen Business.” 
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“LET'S GET ON WITH THE WAR, JONES, AND FORGET ABOUT 
TAKING POST-WAR ORDERS FOR ELECTRICAL APPLIANCES.” 











One Dealer’s Post-War Plan 





never done before. One of the greatest 
advantages of this plan, I believe, is 
that it is virtually impossible to show 
favoritism. As owner, I can hardly 
grab the best prospects and there will 
be few if any disputes over prospects. 
To facilitate this plan I propose to 
drop some lines I am now selling and 
add others which will fit better into 
this program. I will eliminate all com- 
mercial and air conditioning equipment 


| which does not have sealed compres- 
| sors and which are not self-contained 
| units. I propose to replace these lines 





with self-contained, sealed mechanism, 
display cases, reachhin and walk-in 
cooler and freezers when such a line 
appears on the market and 1s available 
to me. I will add all types of commer- 
cial equipment which meet the above 
requirements such as beverage and 
water coolers, ice-cream and freezer 
cabinets, air conditioners, etc. 


New Lines to be Added 


My survey has convinced me that the 
war has advanced the acceptance of the 
home freezer, automatic clothes washer 
and electric sink with automatic dish- 
washer and garbage disposal unit at 
least ten years. I propose to aggres- 
sively push these items and believe they 
fit especially into this arangement be- 
cause they require some engineering 
knowledge and it is necessary to thor- 
oughly understand water heating, sep- 
tic sewerage systems and water condi- 
tioning in order to install a completely 
satisfactory job. 

Other appliances that I want, but 
have not yet seen on the market are: 
(1) A home freezer the height, width 
and depth of a standard electric range 
divided into two storage compartments, 
one for ice-cream, dairy products and 
fruit, the other for meats, vegetables, 
etc. This freezer to have a two inch, 
divided, lift-type maple work top. One 
lift-type lid on each section. This unit 
to be placed in the kitchen between the 
range and refrigerator and opposite the 
electric sink where it would become the 
work center of the kitchen. It would 
provide an ideal surface and location 
for rolling out biscuits or pastry 
dough ; preparing meats, fowl and fish; 
slicing, chopping or dicing fruits and 
vegetables; preparing salads, etc. I 
prefer a home freezer that has a “hold 
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over” or some means of retarding the 
temperature rise for 24 hours in event 
of current interruption or breakdown. 
(2) An automatic clothes washer with 
a heating unit for completely drying 
the clothes all in one unit and one cycle. 
While it will be necessary to enlarge 
the spin basket to allow the clothes to 
fluff out when drying and the length of 
the cycle would be considerably ex- 
tended the arguments for such a unit 
are many and those against it few. (3) 
A stripped refrigerator with just a 
finned coil (no ice-making or frozen 
food storage) and lots of shelves ad- 
justable every two inches. This refrig- 
erator to be sold in combination witha 
deluxe refrigerator to the person who 
normally purchases the large two door 
models. The stripped model would 
provide space for keeping prepared 
salads, fruit and fish cocktails, cold des- 
serts, etc., cold until served and adjust- 
able storage space for turkeys, melons 
and other large items. A deluxe 8 
and this special stripped 8 should cost 
less than a 16 cu ft refrigerator and 
would provide 50% more usable stor- 
age space. (4) A standard, low priced 
electric range with four surface burn- 
ers (no deep well) and a pressure 
cooker which can be used on any of the 
four surface burners. (5) a deluxe 39 
inch range with one large and one half 
oven and the deep well converted into 
a thermostatically controlled deep fry 
kettle. (6) An oven timer that can be 
plugged into any range, standard or 
deluxe. 

While -I am probably more appren- 
hensive than most dealers of the prob- 
lems of post-war installment credit, in- 
creased competition from chain stores, 
builders, new manufacturers, the possi- 
bilities of a post-war depression and re- 
duced discount on some appliances, ! 
very likely have more faith in our ulti- 
mate future. Moreover, my apprehen- 
sion is that these problems will not be 
fully recognized in time to prevent a 
serious disturbance to the appliance 
dealers. Once they are recognized | 
believe they will be solved. In spite 
of these problems I believe the future 
of the exclusive appliance dealer is 
very bright, but paraphrasing Alice in 
Wonderland, we are going to have to 
run very fast to keep from standing 
still. 
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Be Ready for a Tremendous Selling Opportunity... 
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B with the Washer that’s in Performance 


@ Ask any housewife what home appliance she’s determined to 
buy when things get back to normal. Nine times out of ten, her 
answer will be “A NEW WASHER!” 


But just any new washer won't do. The new washer that America 
wants must live up to all the glowing prophecies that have been 
going the rounds during wartime. It must be the last word in 
modern design. It must make washday hours become minutes. It 
must make washday an infinitely easier day for Mrs. America. 
It must make white things whiter, colors brighter than ever before. 


That means the new ABC-O-MATIC. For the ABC-O-MATIC 
that’s coming (as surely as Victory) will be even finer... in per- 
formance, design and beauty. ..than the ABC-O-MATIC that was 
streaking to sales fame before ABC plants went all-out for war 
production. 





“FIRSTS” INTRODUCED BY YESTERDAY'S ABC-0-MATIC 


included scum-free rinser that triple-rinses in clean, running water . . . washing, 


La insing, da ing of 9-lb. load in j 10 mi . dy for the line, ‘ 

A LEADER IN PRECISION-BUILT PRODUCTS Cubs + new tafery tor all kinds of fabrice, All these, and many another new 
sales-winning achievement coming in the ABC-O-MATIC of tomorrow. 

You can bank on that prediction, remembering that ABC has 

been an acknowledged leader in the production of precision-built 


washers and ironers since away back in 1909. 


Past performance is a reliable guide to future achievement. 
Look back to these ABC “‘firsts”...the use of case-hardened steel 
parts at points of greatest wear...machine cut gears. ..automatic 
scum-free rinser...to mention just a few of the innovations that 
came from the engineering craftsmen of ABC. 


During these long war years, we’ve perfected a lot of new 
skills that will mean plenty to you when we can again turn to 
the making of new and finer washers. And ironers, too! 





Moreover, ABC is equipped to make a speedy switch-over from 
war work to the production of ABC-O-MATIC...just as soon “—_—Z & a 
as we get the word GO. Plan your future washer and ironer “FIRSTS” INTRODUCED BY YESTERDAY'S ABC TRIPLE-ACTION IRONER 
profits with ABC—now! Continuous rotary ironing. Stationary pressing. Shirt-ironing action through 


unique to-and-fro roll action that duplicates ironing done with hand iron. 





| WASHERS AND IRONERS 
ALTORFER BROS. COMPANY PEORIA, ILLINOIS 


YVASHERS AND IRONERS TOMORROW! 
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His installation of light panels helped him clear a score of sinks— 
and every sale also included a kitchen cabinet, for an additional profit. 


N times of uncertainty, such as 

this, a radio and electrical appli- 

ance dealer never should tie himself 
down by taking a position for a long 
pull if he possibly can manage to meet 
the payroll by daily ingenuity, by tak- 
ing advantage of the breaks presented 
from day to day, according to Fred 
Nahr who operates the Burns Appli- 
ance Store in Trenton, N. J. He not 
only refuses to play with any wartime 
sideline of merchandise on longer than 
a week-to-week basis tut also can’t see 
going overboard for the radio and ap- 
pliance repair angle which now is 
pushed so hard by a great many other 
dealers. 


Optimistic 


Unusual as such a policy may seem 
Fred Nahr actually makes it work. 
Ever one to yank a door clear off the 
hinges when opportunity knocks, he 
really appears to be enjoying himself 
during this tough period when plenty 
of others are pulling their hair. The 
books show he has the Burns Appliance 
Store in Trenton sailing along at a 
steady $40,000 gross sales clip—a pic- 
ture that only is glum when viewed 
against a background of the $100,000 
sales peak registered in the last years 
before the war. 

In those good old days before the 
tidal wave of the war effort engulfed 
appliance manufacturing, Fred was a 
busy individual. Besides ringing up 
$15,000 a year on table appliances off 
the counters, he sold nearly 300 electric 
refrigerators and more than 400 wash- 
ing machines annually. In ’42 when 
the sales curve slanted downward, the 
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dip was tabbed at 18 percent. During 
the following year sales sagged another 
$20,000. Overhead was whittled to 
streamlined proportions, however, so 
that patient continued in fair health. 

For this year he projects a gross of 
no less than $40,000. Further, he is 
firmly convinced that under prevailing 
conditions this level can be maintained, 
if need be, for another couple of years. 
Store sales should top $30,000 and so 
long as his keen ability to hear oppor- 
tunity’s softest taps at the door con- 
tinues to translate itself into sizeable 


entries in the ledger, the combined 
gross seems certain to hit his projected 
$40,000 level. 


Current Policy 


Nahr’s policy today is to keep his 
finances in liquid shape, not to “clutter 
up” the store with any non-allied mer- 
chandise which he can’t clear promptly 
the moment appliances again flow 
through normal channels, and not to 
commit himself to any specialized ac- 
tivity such as an expansion of radio and 
appliance repair which would demand 





Whenever possible, Nahr sidesteps service calls, turning bulk of 
repair work over to Albert Koller who conducts a major appliance 
service operation. 


for the duration. 


OCTOBER, 


"You've got to be an op- 
portunist in this business," 
says Fred Nahr of Tren- 
ton, N. J., who exercises 
daily ingenuity in turning 
over merchandise, while 
awaiting the return of 
appliance business 


increased labor employment and result 
in heavier overhead. Meanwhile, he's 
constantly on the lookout for those 
“breaks” which come with surprising 
regularity. 

When a large distributor in the city 
closed down in 1942 for the duration, 
possibly for keeps, Nahr was ready. 
He had the money and the store had the 
room. When the quantities on many 
items ran far heavier than he could 
swing through his own outlet, he took 
them anyway, then eased the load by 

(Please turn to page 54) 





Dolls for the Christmas trade is one exception to his policy of 
flat rejection of large-scale introduction of any non-allied lines 
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“All I Want Is A Bendix,” say millions of women! 
They’re fighting, kicking, pushing, to be first in 


line when those gleaming new Bendix Automatic 


Home Laundries again come rolling off the pro- 
duction line! That’s why the Bendix dealer is set 
for a selling spree without parallel in home appli- 
ance history. Already more women want to buy 
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the one-and-only Bendix than the 5 next most 
popular washers combined! Right now, even 
more women are hearing the Bendix story —on the 
air—and in Life, McCall’s, Parents’, True Story, 
Better Homes & Gardens, American Weekly, Good 
Housekeeping and 23 Sunday newspaper supple- 
ments, week after week, month after month! 


BENDIX:~Home Laundry 


BENDIX HOME APPLIANCES, Inc., South Bend, Indiana . . . Pioneers and Perfectors of the 
Automatic "Washer"... Not affiliated with any other organization of similar name 
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Laundering Equipment 
NOW AVAILABLE! 


HERE 
iS YOUR MARKET: 
Laundries © Hospitals 
Hotels 
Schools @© Apartments 
Factories ® Nurseries 
Institutional Homes © 
Sanitariums @ fails 
Office Buildings © Etc. 


Deliveries of Simplex Laundering 
Equipment can now be made for in- 
stallations approved by the War Pro- 
duction Board. Here is your oppor- 
tunity for immediate sales and profit 
with a line recognized as the leader 
in its field . . . a line of established 
quality and proven performance .. . 
backed by 39 years of laundry equip- 
ment manufacturing experience! 


® Restaurants 


Thus, your Simplex lroner franchise 
provides you with a supplementary 
line of laundry equipment on which 
you can start right now to turn in 
sizeable sales and profits. Write 
for franchise details. 





The post-war Line of Simplex 

Ironers will be complete with 

cabinet, table, and portable 
models, 


AMERICAN IRONING MACHINE CO. 


Algonquin, IIlinois 


LAUNDERING EQUIPMENT 
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Don’t Get Cluttered Up... 





shipments to other dealers throughout 
several states. 

“Where would I have been at that 
time with my money tied up in some- 
thing like furniture and the store 
crammed to the door with non-allied 
lines of merchandise?” he asks. 


Navy Cooperates 


Typical of smaller profit-bearing 
transactions—“Deals which give me a 
whale of a kick,” as he calls them— 
are the following: 

A Navy officer, on the prowl for six 
electric washers for his post, cracked 
the portal at the Burns Appliance 
Store. With a score or more of out-of- 
order trade-ins on hand, even though 
minus the services of a single repair- 
man at the moment, Fred had plenty of 


| ammunition for a quick deal. 


After all, didn’t the officer realize 


| that Armed Forces borrowed Nahr’s 


repairmen for the duration faster than 
he could employ them? 

Couldn’t the officer probably un- 
cover several expert washer repairmen 
stationed right at the post? 

“Too easy,” he recalls. “The officer 
loaned me two fine mechanics for a 
couple of days and we rebuilt six wash- 
ers out of the junk pile in jig time. The 
Navy has been happy ever since.” 


Lesson in Collection 


Although collecting the account 
proved a headache, it taught him a 
lesson. Of sales to government agen- 
cies he now says: 

“Plain citizens are required to foot 
their bills rights on schedule but under 
the government’s wacky routine, deal- 
ers wait half a year for their money 
after sales to the government. Before 
we get paid those agencies can wear 
out an appliance and forget they ever 
bought it.” 

Fred now has the answer to this one, 
too. Here’s an example: 

A non-com phoned from Norfolk. 
Va., for a large electric refrigerator— 
and ship it immediately! Certainly. 
Nahr would be glad to—provided the 


| non-com would ship payment immedi- 


| ately, too. 


| payment. no shipment.” 





Negotiations stalled right 
there. Next, a captain phoned. Fred 
maintained he was patriotic but “no 
The captain 
was stymied. Long distance rang an 
hour later, with gold braid on the Nor- 
folk end, and verbal orders called for 
“immediate shipment and immediate 
payment” out of the yard’s petty cash 
box. 

“Important money in those petty 
cash boxes,” Fred says. 


No Half Measures 


Several months ago a salesman beg- 
ged Nahr to take six electric range 
panel lights, listed at $4 each, out of a 
close-out stock of 40 recently found 
buried at the factory. The whole lot 
.Was snapped up in a hurry. 

Nahr bolted several to sinks which 
he then featured, framed by kitchen 
eabinets, in a’ window display with the 
combination priced as a unit—and a 
healthy amount of the mark-up for the 
light panel. Most of the panels were 
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merchandised in this manner and jn 
many cases Fred credits the light with 
swinging the sale for the whole com. 
bination. Merely shopping for a sink, 
many of those customers weren’t at all 
conscious of needing a light on it nor 
had they thought of buying a kitchen 
cabinet before they came in, he asserts, 
Mounted on gas ranges, the stripped 
models then in stock, the balance of the 
light panels also moved fast. 

Not long ago Nahr picked up “fora 
song” a batch of six gasoline engine 
washers. Converted to electricity by 
bolting rebuilt electric motors to them, 
they went out of the store in a couple 
of days. The salvaged electric motors 
came from washers which otherwise 
were too far gone for possible sale. 
After cleaning and giving them a «:uiek 
overhaul, five of the gas engines also 
were sold for various services. 


Near City Crossroads 


So goes life today for enterprising 
Fred Nahr who first signed on with 
Judson C. Burns in Trenton in 1918 
and bought out the owner eight years 
later. The store is located on a side 
street near the center of the shopping 
district. 

For the Christmas trade Fred dab 
bles in dolls, wallets, fountain pens, 
glassware and any other items which 
strike his fancy at the time. The call 
for the dolls continued so insistent that 
he gave them a small counter through 
out the year. Otherwise he carries over 
very little of this type of merchandise 
after the holiday season. He even 
steers clear of such semi-allied lines as 
kitchen sets. One sample order con 
vinced him they moved too slowly for 
the amount of floor space they occt 
pied. 

As for tackling service in a big way, 
Nahr harks back to 1929 when he 
swung all he could handle but failed 
to make any real money out of it. The 
loss of four experienced repairmen not 
long after the start of the present wat 
discouraged him from further activity 
in this field other than that sufficient to 
meet demands of old customers. In 
normal times he is satisfied to break 
even in this department. Currently, re 
pairs to major household appliances 
are farmed out to a service shop. Some 
table appliances are repaired in the 
store. In post-war, he hopes to slide 
out of practically all repair work by 
passing it along to service stations. 

Salvage, however, is quite another 
matter. Nahr devotes every spaft 
moment to it. All usable appliance 
parts receive a thorough clean-tp, 
then are painted and placed in stock 
bins. The weekly sales total for this 
department fluctuates between $60 and 
$100. “Just like finding money,” i 
says. } 

Rebuilt appliances also come out 0 
these salvaged stocks. No sales aft 
made without a trade-in as part of the 
deal, particularly on vacuum cleaners 
washers and similar appliances. Tim 
spent on salvage and rebuilds, accord 
ing to Nahr, pays far higher returi 
than on straight repair. “And ™ 
headaches,” he adds. 
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“Next Great Industry” awaits only 
ndreamed-of horizons 
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the green light of Victory to open up ¥ 
= Education . . Entertainment - Employment WW THE TELEVISION AGE, the teachers of the little 
WI ree wil fer tes tne an an enim 
















. ’ advantages of the big ait Y 

baby in terms of production of home recetv~ variety of entertaining instruction: courses 1D home- 

ken giant strides techmically. ynaking; hobbies like garde 
working, § 












ning, photography, wood- 





ears for the automobile. still a 




















Tt rook fifteen te thirty ¥ 
the airplane and the movies to become really ers, had already ta 
P tremendous factors in American life. During the wat, with the tremendous speed-up 
But television will start with the step of a giant, in all Amencan electromec development, man $ 
once Victory has been won and the manufacturers knowledge of how to solve the production problems 
have had an opportunity to rool up for volume associated with intricate electronic devices has 
production naturally taken another great stride ahea 
Few realize the enormous technical strides tele- When peace returns, and with it the opportunit 
vision had aiready made. when the war put 2 tem- for television to move forward on a major scale, all 
porary halt to its commercial expansion. this pentup knowledge from many sources W! 
ons, the converge. opening the way for almost undreamed- 
Then American manufacturers will 


within the means of milhons, a” 
will undoubtedly forge ghead as fast as 






Dr V. K. Zworykin's famous invent! 
Iconoscope and Kinescope (the television camera of expansion. 
‘or the home), g° back to produce sets 
















“eye” and picture tube 
1923 and 1929 res cuvely- Signalizin arrival of television 
-electronic system © television, sets and stations can be built. 
In a typical example of American emery 
ufacturers, liste 






the long-awaited ali . 
their announcement stimulated countless other 
screntists in la all over the world to many of the nation’s foremost man d 
further intensive development and research y here. have already signified their intention to build Ee 
the outbreak of World g' fine home recetvers . WHILE REMAINING AT HOME, the owner of 2 tele- 
vision set will “tour the world” via television. Eventu- 
ally, almost the entire American population should 
share in the vanety of entertainment now concentrated 
only in large ranecy sma.musicalshows,operssbale 
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of a Complete Line of Major | 
Home Appliances 


EVERY SUCCESSFUL DEALER KNOWS=— 


One outstanding appliance will sell others of the same brand. A family pleased 
with a Norge Rollator refrigerator is a ready prospect for a Norge range. It’s basic 


appliance selling! 


And that’s why Norge dealers will enjoy profits from extra sales. Norge will give them 
a complete line of brilliant major home appliances under one famous name. And 
in addition to the quality line of Rollator Refrigerators, Gas and Electric Ranges, 
Washers and Home Heaters, Norge will offer new pace-setters in postwar profit- 
makers for Norge dealers to present to America’s waiting homemakers . . . all the 


opportunities for a great future. 


Norge means new products for waiting home owners to buy. Norge means new products 


for far-thinking dealers’ profit. Norge means a successful future for Norge dealers! 


Norge Division, Borg-Warner Corporation, Detroit 26, Michigan 
A BORG-WARNER INDUSTRY 
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BEFORE YOU BUY 
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When peace comes... 


it will be Grand 
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GAS RANGES 


GRAND HOME 


Every range we produce bears the 
proud Grand name—there are no 
private or chain brands, or any other 
brand but GRAND. There are no step- 
children or orphans in the GRAND 
family, nor will our independent deal- 
ers be ‘‘orphaned” by chains selling 
Grands at cut prices. In 78 years of 
range-building, we have pioneered in 
developing advanced, exclusive fea- 


tures for better cooking. 


And, to make the Grand Gas Range 
franchise a still more valuable asset for 
appliance dealers, the new post-war 
models will be supported by consumer 
advertising, special merchandising 
events and sales training for your re- 


tail salespeople. 


APPLIANCE COMPANY @ CLEVELAND, OHIO 








= Home Freezers— 


PAST, PRESENT and FUTURE 





A distinguished authority presents an 
interesting analysis of the growth of 
home freezer business and makes some 
suggestions for future standardization 


By DR. D. K. TRESSLER 


URING the period 1938 to 1942, 
D the number of locker plants in 
the United States increased from 
1,269 to more than 4,000. Since then, 
the number has gone beyond the 5,000 
mark, This means that nearly 2,000,- 
000 families have become accustomed 
to frozen foods because of their use of 
locker plants. This means, too, that 
when home freezers are manufactured 
in quantity after the war there will be 
an already established market for them 
among the locker plant users. 
Housewives find the ownership of a 
home freezer very desirable. It is an 
on-the-premise convenience; it enables 
her to conserve much perishable food 
which otherwise might go to waste. It 
is simpler and easier, in general, to 
freeze food than it is to preserve it by 
other methods, and the results cor- 
respond much more nearly in quality to 
the fresh product. 


Factory-Built Models 


Prior to 1937, all of the home freez- 
ers in use were either home-made or 
custom-built. In the three years before 
the war, factory-built models were 
available but the public was slow to ac- 
cept them. However, acceptance 
amounted to a substantial demand dur- 
ing the war years when foods were 
scarce. To meet this demand, many 
ice-cream holding cabinets were con- 
verted for freezing and storage of 
foods, although ill-adapted for the pur- 
pose because of inadequate temperature 
control and poor insulation. 

The factory-built models, however, 
have provided a proving ground for 
efficacy of design: lift-top chest models; 
upright or side-opening freezers; rec- 
tangular freezing and storage compart- 
ments; cylindrical freezing and stor- 
age compartments; single compartment 
in one unit; multiple compartments in 
one unit; single temperature control for 
all compartments; thermostatic tem- 
perature control for compartments. 

Most of the freezing cabinets thus 
far have been used to maintain a tem- 
perature of zero F., although some 
models have freezing compartments 
which may be turned down tos minus 
20° F. , 

Foods cannot be “quick frozen” in 
home freezers as none will freeze foods 
as rapidly as they can be frozen in 


“Abstract of talk delivered September 7, 1944, 
before the Southeastern Freezer Locker and 
lome Freezer Conference at the University of 
Tennessee, Knoxville, Tennessee. 


OCTOBER, 


commercial quick-freezing equipment. 
However, there is not the necessity for 
quick freezing in home freezers, espe- 
cially for foods packed in small con- 
tainers. What is important is to chill 
the food rapidly down to below 50° F, 
the point where micro-organisms grow 
very slowly and chemical actions are 
markedly retarded. 


Accelerating Freezing 


The greatest hazard in home freez- 
ing is overloading, since in such a case 
food may actually spoil before it is 
frozen. 

Two simple means of accelerating 
freezing have been suggested: the plac- 
ing of a small fan in the freezer in 
such a position to cause a rapid move- 
ment of air over the product being 
frozen; placing the food on a metal 
plate in which a refrigerant is being 
circulated. 

Adequate storage temperatures, ap- 
proximately zero F, are just as im- 
portant as proper freezing temper- 
atures. If storage temperature is main- 
tained much above zero, the fat of 
meats soon turns rancid, fruits grad- 
ually discolor, and both fruits and 
vegetables lose vitamin C rapidly. In 
a temperature as high as 15° F vege- 
tables lose both color and flavor. 

The Rural Electrification Adminis- 
tration has suggested tentative “func- 
tional specifications” for “home freezer 
and storage chests” of 20 cu. ft. ca 
pacity. 

A committee of the National Electric 
Manufacturers Association is study- 
ing the rating of home freezers. 

The American Society of Agricul- 
tural Engineers Committee on Agricul- 
tural Refrigeration is working on 
standard test procedure for farm freez- 
ers and storage cabinets. 


Standardization Needed 


That there is need for standariza- 
tion and standard methods of rating is 
well illustrated by a current advertise- 
ment which states that the low temper- 
ature section of a refrigerator has 4 
capacity for storing two bushels o 
frozen food at a temperature 22 de- 
grees below freezing. Now two bushels 
of spinach prepared for freezing would 
not require the same cubic foot storage 
space as two -bushels of peaches, of 
strawberries; and since foods freeze 
at 32° F., 22 degrees below freezing 

(Please turn to page 62) 
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The most exacting popular demands are 
Sully met in the styling and construction 
of these exquisite cabinets. 





-~ 


Morkiieg Famples pynoved/ 


Flawless operation is insured through 
laboratory tests under every condition 
of reception. 
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Into these chassis for SONORA’S trade have 
gone world-wide research and years of exacting 
war experience. 






37 SonorRA models are ready—a brilliant line 
to fit the need of every radio buyer, no matter where he 
lives, no matter what he wants to spend. From the 
smallest table model to the finest F-M combination, 
from recorders to portables and table model phono- 
radios, the SONORA line is complete. 


SONORA'S great cabinet and chassis plants are ready 
for the gong—to jump into civilian production 
on as large a scale as WPB permits. 


And SoNora’s market is ready, primed and eager, 
cultivated by a colorful, consistent national 
advertising campaign that has reached new peaks of 
readership and interest. 


SONORA is ready—to help you cash in on the boom 
market just ahead. 


Sonor: 
ClearasaBell © 


SONORA RADIO & TELEVISION CORP. 
325 N. Hoyne Avenue, Chicago 12, Illinois 
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ONLY KNAPP-MONARCH OFFERS YOU A COMPLETE LINE! .-. 
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-. PROFIT PROVED! BACKED BY 19 YEARS EXPERIENCE! 
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WHAT HAPPENS HERE ? 


The bottom surface of this stick was in tension, and broke; the top 
is in compression. And what has this to do with heating element wire? . .. 
As such a wire is turned “on” and “off”, it alternately 
stretches and shortens itself, thus putting the surface through a 
cycle of tension and compression. This is a sort of buckling action which 
tends to make the oxide coating of the wire flake off. The 
wire, that flakes off the least, lasts the longest. And 
that's where Chromel comes in. It holds its thin oxide skin tenaciously 
tight, and this skin acts as a protective coating against 
further oxidation. This is why elements made of Chromel last so long and 
why it is smart to specify Chromel elements for your heating 
devices. Catalog M might be useful to your Service Department. 
Glad to send you a copy. 


HOSKINS MANUFACTURING COMPANY, DETROIT 8, MICHIGAN 


HOSKINS 
CHROMEL | 


} ete 











Home Freezers — Past, 
Present and Future 


ems CONTINUED FROM PAGE 58 eee 


indicates a temperature of only 10 ° F., 
not sufficiently low enough to prevent 
deterioration of the food during stor- 
age. 

The average quality of the food fro- 
zen in home freezers now in use is 
excellent. Home freezers enable a per- 
son to carefully select the food to be 
frozen. If directions for preparing, 
packaging, and freezing are followed 
carefully, a product can be produced 
equal to or superior to that of com- 
mercial products. 

The more available we make the in- 
formation concerning the correct meth- 
ods of preparing and freezing of foods, 
the better will be the average quality 
of the product. We now have a won- 
derful opportunity to see to it that 
everyone owning a home freezer and 
every locker plant operator learns how 
to prepare and freeze foods of su- 
perior quality. 


192 Manufacturers 


It has been stated that 192 manu- 
facturers are planning to make freez- 
ers in the postwar era. Undoubtedly 
there will be many two-temperature 
household refrigerators made which 
will have a large compartment for cool 
storage and a relatively small compart- 
ment for freezing of foods and the stor- 
age of frozen foods. It is probable that 
most of these frozen food compart- 
ments, designed primarily for the stor- 
age of frozen foods, may be ill-adapted 
for the freezing of foods. 

There will undoubtedly be the lift- 
top chest type freezers of various sizes 
and shapes manufactured in the post- 
war era. Some manufacturers will try 
upright or side-opening freezers. Many 
will also make large walk-in freezers. 
Undoubtedly, there will be novel types 
different from anything yet offered. 

Some persons are confident that the 
great demand will be for 4 and 6 cu. ft. 
home freezers. Since these will be of- 
fered at a relatively low price, when 
compared to larger models, it is prob- 
able that the immediate demand will be 
for such small freezers. 


Bigger Capacity Required 


In recent years, the size of the best 
selling model refrigerator has _ in- 
creased materially. It is likely to be the 
same with home freezers. There is 
even greater reason why the public will 
soon turn to the larger sizes. A 4 cu. 
ft. freezer will hold only 100 to a maxi- 
mum 200 pounds of food. This quantity 
is small even for the small family. If 
a person purchases a home freezer and 
has a farm or large garden, he will 
soon find that a 4 or 6 cu. ft. freezer is 
entirely inadequate. It is my opinion 
that the farmers will want freezers of 
24 cu. ft. capacity or greater. Further 
it is evident that the farmer will have 
more use for a freezer than anyone else. 
Because of these facts, we can count on 
a very large demand for the relatively 
large size freezers. 
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‘ ) ‘HE American peoy.e are quick to recognize 
quality—for it is a national characteristic to 
want to own the finest. That is why astute, far- 
sighted dealers are saying: 
PHILHARMONIC is Earmarked for Profits. 
The incomparable performance of the new 
PHILHARMONIC — evident at first hearing — 
makes it obvious why it is earmarked for the 
discriminating music lovers in your community— 
and therefore earmarked for profitable sales and 
prestige. You'll want the exclusive privilege of 
introducing it to your friends, your patrons, your 
community! You'll want this superb instrument 
in your own home. 
Even to radio and music dealers long ‘accus- 


tomed to distributing top quality products, the 


performance of the PHILHARMONIC is a revela- 
tion. No other instrument of its kind has the 
ability to recapture, with concert hall realism, the 
entire audible spectrum. 

Those who hold the PHILHARMONIC fran- 
chise for their community will be supported by 
an impressive national advertising campaign 
reaching 20,000,000 people every month. 

They'll enjoy the support, too, of unusually 
elaborate promotional material for their own use 
—material that will enhance locally the distinc- 
tion and pulling power of PHILHARMONIC 


national promotion. 


PHILHARMONIC RADIO CORPORATION 
522 East Seventy-Second Street, New York 
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a highly profitable avenue of profits for you. 


The distinctive picture below is featured in all 
PHILHARMONIC October advertising. This 


national coverage earmarks the incomparable 


PHILHARMONIC among your best patrons—opens 


*TRADE MARK 
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No kidding. 





For example, he knows what a 


food mixer is now .. 






Right from the Start, most G.I.’s 
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arm. He knows, 
Use one, 





because he didn't 





No, it isn’t fun. But Ji 
other Army job, it’s don 


Surprisingly well. 


ke every 






But you can have one (soon, we 
hope) when we finish our war j 
for the Army Air Forces and 
Navy. You Can enjoy the benefits 


@...and 
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And Surprisingly close is the 
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oe skitchen,,. of all : Convenience that Joe has juste 
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et at goes into Preparing tay ++. that you have known 
Or even a small fami} Onger.:. that , 
iy. we have 
of for the nena 






fifteen years that we’ 
e've 
Produced quality food mixers 


HAMILTON BEACH 


Division of Scovilt Manufacturing Co. 
RACinege, WiSconsiy 


Yes, when Joe comes home, he'll 
have a healthy respect for a lor of 
cooking cony eniences to which he 
once never gave a thought. Funny 
how a 8uy missed those things, 














Telling 


@ It’s one thing for a manufacturer to shout about the 
astronomical magazine circulation that carries his ad- 
vertising. It’s often quite another, when those figures 
are broken down to determine how many of his ump- 
teen readers can either buy or influence the purchase 
of the things he has for sale. 

On that score, Hamilton Beach advertising misses 
no bets. Its story or, more correctly, your story pri- 
marily reaches heads of families, newlyweds, women with 
children under eighteen . . . all better than average pros- 
pects for the Hamilton Beach Food Mixers and Vacuum 
Cleaners you will soon be selling again. And, to spike 





Baltimore—Roland Electrical Co. .418-424 E. Pratt St. Indianapolis— Apex Electric Service Co.,.........005 Portland, Ore.— Morrison Electric Service. .......... 
a Se 8 re er rae 8 =—s—s_ babbaxecbeccsauns 1236 S.W. Washington at 13th 

Boston—Electric Motor S GCOisecee 151 Pear! St. 
~~ atlgemencee neg aban cagglogi: ee Kansas City, Mo.—Independent Elec. Mchy. Co..... Salt Lake City—Time & Instrument Co..222 Dooly Bldg. 
Buffalo—Dynamo & Motor Exchange,Inc.41-45 Elm ste eee eee ee eeee 300 Southwest Bivd. San Antonio—Mortin Wright Electric Co............ 
Cedar Rapids—Stolker Electric. .115 Second Ave., S.E. Little Rock—Treadway Electric Co., Inc..206 Scott St. tert etter eeeeeeees Navarro St. at the Auditorium 
San Diego—J. F. Zwiener Electrical Co..... 229 B St. 


Chicago—Complete-Reading Elec. Co... .....-eeee0e 
Coes eesssoreccccocecsosecece 123 S. Jefferson St. 


Cincinnati—Beresford Electric Co..... 334 E. Fifth St. 


Cleveland—<Acme Electric Vac. & Washer Service Co. 
fehamieeetsrébetossrecacces 2123 E. Second St. 


Denver— Midwest Elec. Wiring Co.,323 W.Colfax Ave. 


Detroit—Cooley-Van Howe Service Co........000es 
eeceeeecesesesessss+744 Michigan Theatre Bidg. 


Philadelphia—Hubbell Electric Co. . 220-22 S. 11th St. 
Pittsburgh—Ferry Electric Service Co. 127 Fourth Ave. 


HAMILTON 
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los Angeles—Electric Lighting Co. ..216 W. Third St. 
Minneapolis—Sterling Electric Co...31-33 S. Fifth St. 
New York—Reading Electric Co., Inc.. 200 William St. 


Omoaha—Vac. Cleaner Standard Service........... 


Your Story to the Right People! 


the thought that this is an apology for lack of adequate 
coverage—in round numbers, Hamilton Beach’s cur- 
rent campaign reaches 12 million readers each month. 
That’s worth remembering when the talk turns to 
consistently useful advertising. 

Another round number worth remembering is the 
28 authorized Hamilton Beach Service Stations listed 
below. Let the one nearest you give you a hand now 
with parts or complete repairs. HAMILTON BEACH 
COMPANY, Division of Scovill Manufacturing Com- 
pany, Racine, Wis. 
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San Francisco— Will M. Aronson Co... 955 Folsom St. 


Seattle—Electrical Engineering Co... . 2012 Third Ave. 


Spokane— Maxwell & Franks......... 619 First Ave. 
wrapper 7b iineie St. Lovis—Brandt Electric Co........... 904 Pine St. 
St. Paul—Hoeft Electric Co., Inc........ 54 E. Fifth St. 


Washington, D. C.—Central Armature Works, Inc... . 
625-27 “D” St. N. 
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P. V. Sprout of Frigidaire 


They never told him up at Marion, 
Ohio, (Harding’s home town) that if 
he were a good coach he might some 
day become service manager of Frigi- 
daire. At any rate P. V. Sprout wasa 
good coach, and his rise to. service 
manager for Frigidaire was not as 
unusual as you think. 








P. V. SPROUT 


Frigidaire has a lot of Service 
schools and it was logical to look for 
a man who was a good teacher. P. V.’s 
high school experience was right down 
the alley, and today down at Plant 2 
at Moraine he still does a lot of it. 
He is one service manager whose office 
is as big as a bowling alley, and he 
works amid lovely air conditioning. 





Ed Ellingen of Gibson 


Here is the service manager who 
really lives the life of Reilly. When day 
is done, he hops in his car and drives 
down to a wooded lake, slips out on 
the porch and listens to the waves 
slapping the shingle almost at his feet. 
You would never dream he was within 
miles of town, but Greenville, Michi- 
gan, and the Gibson Refrigerator Co., 
is five minutes drive away. 





ED ELLINGEN 





Edw. Ellingen is probably the only 
service manager who has had his 
portrait painted. His talented wife is 
an artist and their home is filled with 
samples of her work. 
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Flip this switch—you iron with 
No other iron like it! Does steam or dry heat instantly! 


everything an automatic electric “ 


iron will do...does MORE than 
any other steam iron will do! cpanel ies 


temperature 


€ stays put..fab- 
rics are safe! 


4 Special steam 

safety guard 
-steam pressure 
can't get too high! 


MILLIONS OF WOMEN 


Will learn about its sensational 
features during the next few 
months through big color ads in 
these important magazines: 





>rvice 


k for 













= 
Ae 7 Ladies’ Home Journal 

_ American Home * Woman's Day 

iy New York Times Magazine 


True Story * Parents’ Magazine 2 Tol ° 
From now on, one of the biggest items in the whole 
appliance business is going to be the automatic 
electric steam iron! 

Women already know they must have a steam 
iron to do a good ironing job, especially on the new 
fabrics. And one look at the outstanding features of 


the SILEX Automatic Electric Steam Iron will tell 
them they’ll never be satisfied with any other. 

It’s the ONLY iron with the 3-way grooves that 
send steam out ALL OVER the sole plate, from 
heel to tip. The iron with the magic fingertip lever 
that switches from steam to dry heat instantly! 

Big, colorful national ads are telling millions of 
women about these sensational SILEX advantages, 
and all the other features shown above. 

And a dramatic, colorful counter display will 
tell it again in your store! 

Production is still limited, of course. But act 
now to get your quota of SILEX Automatic Electric 
Steam Irons as early as possible. Write to... 


THE SILEX COMPANY, HARTFORD 1, CONN. 
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WHEN 
FUEL SYSTEMS 


NEED A 


“Rush more gas.” 
That's the cry from all fronts. 
To gpeed up pumping under all conditions, 
pumping units are powered by stout-hearted 
air-cooled gasoline engines — one more vital war 
application for dependable, instant- 


starting Briggs & Stratton engines. 


— 


BRIGGS &STRATTON 


Manufacturers of all types of equipment requiring dependable, 
compact power units are invited to investigate the performance 
advantages of Briggs & Stratton engines. Their world-wide 
acceptance is backed by 25 years of leadership in design and 
precision manufacture—and the production of more than two 
million air-cooled gasoline engines. BRIGGS & STRATTON 
CORPORATION, Milwaukee 1, Wisconsin, U. S. A. 
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What Minnesota’s 
735,000 Families Want 


AFTER the WAR 


The Minnesota Poll Gives a Picture of What 
the Scandinavian State is Waiting For. 


ITH the aid of the University of 

Minnesota School of Journalism, 
“Minnesota in Miniature” has been 
established which proportionately 
represents every important geographic, 
political and socio-economic factor in 
Minnesota. To devermine accuracy of 
cross-section, control questions such 
as automobile, tractor, telephone, re- 
frigerator ownership, age, sex, educa- 
tion and occupation are asked every 
respondent and the over-all cross-sec- 
tion is then compared with the state 
census figures, automobile registration 
and other state statistics. The polling 
is done by means of 600 to 1,000 per- 
sonal interviews in proportion to the 
entire state, by approximately 65 field 
reporters. 
the International Business Machine 
Corp. in Minneapolis. The Minneapolis 
Poll is conducted as a public service 
by the Minneapolis Star Journal and 
Tribune. 

In Minnesota there are: 


52.8% or 388,500 families in cities 
18.6% or 136,320 families in towns 
28.6% or 210,360 families on farms 


Minnesota’s socio-economic break- 
down is as follows: 


4% in the top economic bracket 
11%, in the above average level 
50% in the middle class 

35% in the lowest economic level 


Here are the results: 


Own Intend 

one Now to Buy 

Electric or gas refrigerator. 51% 30% 

Electric or gas range....... 58% 19%, 

Electric or gas water heater. 36% 14% 
Electric or gas washing ma- 

0 Tee 74%, 19% 

Electric iron .............. 80%, 14%, 


Refrigerators 


42,900 already own one and intend to 
purchase another. 

174,100 do not own one now, but intend 
to buy one. 


Out of every 100 families in Minnesota 
saying they intend to buy: 


63 did not indicate whether they would 
buy a gas or an electric refrigerator. 33 
say they intend to purchase an electric 
refrigerator. 4 say they intend to pur- 
chase a gas refrigerator. 


Analyzing this question by cities (over 
2,500 pop.}, towns (under 2,500 pop.), and 
farms, this is the potential market in these 
areas: 


3 in every 10 families in cities intend 
to buy. Of these, 30 percent own a 
refrigerator now. 1 in every 4 families 
in towns intends to buy. Of these, only 


Results are tabulated by ' 


10 percent own a refrigerator now. 1 
in every 3 farm families intends to buy 
with very few owning a refrigerator now. 


By economic levels: 


1 family in every 4 in the top-economic 
level intends to buy. Of these buying, 
about 66 percent already own one. 

1 family in every 5 in the above-aver- 
age-group intends to buy with about 50 
percent of the prospective buyers already 
owning one. 2 families in every 7 in the 
middle-class-group iatends to buy with 
about 25 percent of the prospective buyers 
already owning one. 1 family in every 3 
in the lowest-economic-level intend to buy 
with very few owning a refrigerator now. 

The average age of refrigerators owned 
by Minnesotans is almost seven years. 


Kitchen Ranges 


46,500 already own one and intend to 
buy another. 

88.830 do not own one now but intend to 
buy one. 


Out of every 100 families in Minnesota 
saying they intend to buy a kitchen range: 


47 did not indicate whether they will 
buy a gas or an electric range. 39 say 
they will purchase a gas range. 14 say 
they will purchase an electric range. 

2 in every 11 city families intend to buy 
a kitchen range. Of these, more than 50 
percent already own one. 2 in every Il 
town families intend to buy a kitchen 
range. Of these, about 1 in 5 already 
own one. 2 in every 11 farm families 
intend to buy a kitchen range. Of these 
very few own one now. 


By economic breakdown: 


2 in every 11 families in the top-eco- 
nomic-level intend to buy. Of these, half 
the families now own one. 

1 in every 5 families in the above-aver- 
age-economic-level intends to buy, with 
about 30 percent of these families already 
owning one. 

1 in every 5 families in the middle-class 
intends to buy. Of these, about 30 per- 
cent now own one. 

1 in every 6 families in the lowest-eco- 
nomic-level intends to buy and about 30 
percent of these families already own one. 

The average age of kitchen ranges 
owned by Minnesotans is almost 74 years. 


Water Heaters 


18,300 already own one and intend to 
buy another. 

88,200 do not own one, but intend to 
buy a water heater. 

Out of every 100 families in Minnesote 
saying they intend to buy a water heater: — 

65 did not indicate whether they will 
purchase a gas or an electric water heater. 
23 say they intend to purchase a gas water 
heater. 12 say they intend to purchase an 
electric water heater. 

Most of the water heaters will be sold 
in small towns (under 2,500 pop.), and on 
farms, as compared to large cities (over 
2,500 pop.): 

1 in every 8 city families intends to buy 
a water heater. Of these, 30 percent al- 

(Please turn to page 68) 
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.... WILL SOON MAKE NEWS! 


MOE-BRIDGES, known for over a quarter of a 
century for fine quality lighting fixtures, will soon 
introduce startling new developments in the elec- 
trical appliance field. 

Before the war MOE-BRIDGES began experi- 
mental and development work on electric appli- 
ances: Engineering and manufacturing facilities 
were being geared to produce a quality line of 
popular priced appliances of unusual application. 
The entry into war caused temporary suspension of 
our plans. However, as “time out” from war work 
permitted, careful thought and diligent effort 
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were directed toward peace time production. 

With the benefit of fast moving and precision 
construction of vital war materiel, enlarged engi- 
neering and plant facilities and an aggressive and 
farsighted sales program, MOE-BRIDGES is in 
the best position of its entire career to serve you. 
As rapidly as events permit, dealers will be able to 
secure through their jobbers, these new MOE- 
BRIDGES products. They will be the best we 
have ever built, will have a high sales appeal . . . 
and, utmost importance will be placed on a fair 
profit for all. : 
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WASHERS TOO! 
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(including 





6,000,000 newly married) 


A dream ironer—that exactly describes the postwar 
Horton Do-All. Not only because of pre-war testing 
to determine what young housewives actually want 
in an ironer, but because of the tremendous sales 


possibilities for Horton dealers. 


For over three years there has been no ironer pro- 
duction—yet marriages have gone on and on. It is 
estimated that there are now 6,000,000 housewives 
who have never had a chance to buy ironers—or 
any other laundry equipment. Think what that 


means to the Horton dealer. 


Investigate this tested Horton Do-All today. Write 


for further information—no obligation involved. 


Be Ready with the Sensational 


HORTON doa 


IRONER 


HORTON MANUFACTURING COMPANY - FORT WAYNE, INDIANA 


FINEST HOME LAUNDRY EQUIPMENT SINCE 1871 








Minnesota Poll 


es CONTINUED FROM PAGE 66 eee 


ready own a water heater. 1 in every 5 
town families intends to buy a _ water 
heater, with most of these families buying 
a water heater for the first time. 1 in 
every 6 farm families intends to buy a 
water heater, with all of these families 
buying a water heater for the first time. 

By economic breakdown a greater per- 
centage of those in the top economic levels 
intend to buy a water heater in comparison 
with those in the lowest group: 

2 in every 7 families in the top-eco- 
nomic-group intend to buy. Of these, 50 
percent already own one. 

1 in every 5 families in the above-aver- 
age-group intend to buy. Only 15 percent 
of these purchasers own a water heater 
now. 

1 in every 7 families in the middle-class 
imtends to buy. Only 15 percent of these 
purchasers own a water heater now. 

2 in every 17 families in the lowest-eco- 
nomic-group intend to buy. Of these, 12 
percent Own one now. 

The average age of water heaters 
owned by Minnesotans is more than 8} 
years. 


Washers 


72,300 already own one and intend to 
buy another. 

69,800 do not own one, but intend to 
buy a washing machine. 

Out of every 100 families in Minnesota 
saying they intend to buy a washing machine: 

63 did not indicate whether they will 
buy a gas or an electric washing machine. 
33 intend to purchase an electric washing 
machine. 4 intend to purchase a gas 
washing machine. 

Most of the washing machines will be sold 
in cities after the war: : 


2 in every 9 families in cities intend 
to buy a washing machine. Of these, 
more than half of the families already own 
one, 1 in every 7 families in towns intends 
to buy a washing machine. Of these, about 
40 percent already own one. I in every 
7 farm families intends to buy a washing 
machine. Almost half of these families 
already own a washing machine. 

By economic breakdown: 

2 im every 11 families in the top-eco- 
nomic-level intend to buy. 75 percent 
already own a washing machine. 

1 in every 6 families in the above-aver- 
age-level intends to buy. Of these, 60 
percent already own one. 

1 in every 5 families in the middle-class 
intends to buy. Almost half of these 
families already own one. 

1 in every 5 in the lowest-economic- 
level intends to buy. About 30 percent of 
these families already own one. 

The average age of the washing ma- 
chines owned by Minnesotans is almost 
83 years. : 


Electric Irons 


73,600 already own and intend to buy 
another. 

30,600 do not own one, but intend to buy 
a new iron. 

1 in every 7 families in cities intends to 
buy an electric iron. Of these, 80 per- 
cent already own an electric iron. 1 in 
every 10 families in towns intends to buy 
an electric iron.. Of these, 75 percent 
already own an electric iron. 1 in every 
6 farm families intends to buy an electric 
iron, 40 percent of these families already 
own an electric iron. 

1 in every 7 families in the top-eco- 
nomic-group intends to buy. These would 
all be repeat sales. 

By economic breakdown: 

1 in every 5 families in the above- 
average-group intends to buy. Of these, 
half the families own an electric iron now. 

1 in every 8 families in the middle-class 
intends to buy. Of these, 70 percent al- 
ready own an electric iron. 

1 in every 7 in the lowest-economic- 
group intends to buy. About 2 out of 3 
families who are potential buyers already 
own one. 
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- ND an event it is, the evening home-coming of The Daily News is an institution in Chicago’s home life. 
ate Chicago’s best loved family newspaper! The Chi- Advertisers, likewise, acknowledge The Daily News 
t of cago Daily News is eagerly welcomed by more thana _to be an institution BASIC to their marketing activities 
ma- million reader-friends. They value its trustworthy news, in Chicago. For 43 consecutive years The Daily News 
nos 

international, national and local.They get a tingle from its has carried more Total Display linage than any other 

saad superlative sport pages. They are entertained—and often Chicago newspaper—morning, evening or Sunday.* Such 
ane inspired—by its special columns. They are helped by its leadership could not be so long maintained if adver- 
5 to distinguished household section of practical information. tisers were not convinced that The Daily News is ° 

I in 

buy 

cent 3 

very on a -_ . ° a - - 
-~ CHICAGO’S BASIC ADVERTISING MEDIUM 

eco- *For fair comparison, liquor linage omitted since The Daily News does not accept advertising for alcoholic beverages 

ould 
. THE CHICAGO DAILY NEWS 
nese, 
now. FOR 68 YEARS CHICAGO'S HOME NEWSPAPER 
~ a ITS PLACE IN THE HOME IS ONE OF 

RESPECT AND TRUST 

mic- 

of 3 DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO NEW YORK OFFICE: 9 Rockefeller Plaza 
eady DETROIT OFFICE: 7-218 General Motors Building SAN FRANCISCO OFFICE: Hobart Building 
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E deeply appreciate the many thousands of requests 

being received for the Frigidaire Franchise. Our only 
regret is that we are able to grant franchises to so few of 
the many fine established dealers and other businessmen 
who have applied—the kind of people with whom we 
would be proud to be associated. 


However, the very reason why we are able to accept such 
a small number of these applications is one of the most im- 
portant reasons why a Frigidaire Franchise is so desirable. 
For Frigidaire believes that the soundest policy is to have 
in each market or community the right number of quality 
dealers to obtain Frigidaire’s proper share of available vol- 
ume—and at the same time provide a profitable potential 
for each Frigidaire dealer. 


There are many other factors that make the Frigidaire 
Franchise so desirable. To name only a few — 


The value of the Frigidaire name and the repu- 





tation of Frigidaire products mean easier selling. 
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The more than seven million Frigidaires built and sold 

provide Frigidaire Dealers with an unequalled back- 
log of goodwill and user-to-prospect selling help. (Surveys 
show advice of friends and relatives to be the most valuable 
single source of sales.) 


The service record of the Frigidaire organization 
is Outstanding in its field: Frigidaire’s wartime 
service program has built boundless goodwill. 


4 Frigidaire’s wartime advertising program has made 
partners of Frigidaire Dealers in providing users of 
all makes of refrigerators with helpful information. Customet 
goodwill has been heightened, acceptance for Frigidaire 
maintained and strengthened—providing an even greater 
competitive advantage for Frigidaire Dealers. 


The Frigidaire business is the primary interest of 
all Frigidaire Distributing Organizations, thus 
they are in a position to give really effective aid in 
meeting sales problems. 
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The importance of all these factors has been demonstrated 
through years of experience. Their soundness is proved by 
and selling programs. the fact that the dealer organization built upon them has 
long been the st t in the industry! 
Frigidaire Customer and Product Research guar- re sane seats otert 
Listen to the 


antees that Frigidaire products will be more 
salable, because they will continue to incorporate GENERAL MOTORS SYMPHONY OF THE AIR 
Every Sunday Afternoon, NBC Network 


“more of what people want and /ess of what they 
don’t want.” BUY AND KEEP MORE WAR BONDS 


Frigidaire has established an enviable record for giv- 
ing Frigidaire Dealers sales-getting merchandising 


Frigidaire Sales Training programs now in prepara- 
tion assure that when “selling times” return, Frigid- 
aire Dealers and their salesmen will be in a position to 


make the most of them. 


Frigidaire is noted for the quality and the quan- 
tity of help provided dealers on all phases of their 


Frigidaire business. 


Through the years, Frigidaire has demonstrated its 
willingness and ability to meet changing conditions 


~to handle new situations quickly and effectively as they arise. 
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You Measure Success 
by the Milhons 


In twenty-eight years of precision manu- 
facture of fractional-horsepower electrical 
equipment, Sunlight has built more than 
8,000,000 units. 


\ lig’ 
», 
a 
% 
rSro*. 


Amillion is a thousand thousand; a thousand is ten hundred. 


That's a lot of motors. To build—and sell—that many 
motors, you've got to know a lot of things. You've got 
to know electrical engineering, mass production, proper 
design. There is no short cut to by-pass the years of re- 
search, experimentation, testing and doing. Your product 
has to be good to justify repeat orders. Success is mea- 
sured by the millions. 


Behind every one of these units is a design principle that 
makes Sunlight motors more rugged, more dependable, 
and gives them a longer life. Extra protection is built 
into every motor—things like full-gauge copper wire, to 
reduce electrical resistance and thus cut down heat .. . 
safeguards such as providing three times the rated start- 
ing capacity, to give extra power during those moments 
when the motor first starts to turn .. . extra-heavy wire 
coating on all windings, to guard against short circuits 
... diamond-bored bearings, set in cast-bronze journals, 
self-oiling for the life of the motor. 


To the appliance trade these Sunlight motor features 
mean better customer acceptance, better performance. 
That's why many manufacturers specify Sunlight motors 
to power their products. 


FOR COMPRESSORS + IRONERS »* WASHING MACHINES 
POWER-DRIVEN BENCH TOOLS + STOKERS * WATER PUMPS + REFRIGERATORS 
MILK SEPARATORS + MILKING MACHINES «© OIL BURNERS «+ VENTILATORS 


FURNACE BLOWERS * AND MANY OTHER APPLICATIONS 


We Can’t Let Up Now—BUY MORE WAR BONDS 


SUNLIGHT MOTORS 
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One Man 
Radio Repair 


Eric Zenke of Winona, 
Minn. has been doing all 
his own work for the past 
ten years 


ONE man radio repair shop 
A which is really operating on a 

full schedule during wartime is 
the one owned by Eric Zenke at Win- 
ona, Minn. Mr. Zenke has been in 
business for ten years and does all of 
his own work. 

“Since the war started so many gar- 
ages have lost their car radio repair 
men,” says Mr. Zenke, “so in a num- 
ber of instances I have taken over this 
work. Sometimes the customers will 
drive their cars over to my shop and 
other times I am required to work in 
the garages. The volume of this car 
radio work makes it profitable for I 
have a satisfactory working agreement 
with the garage owners.” 

Mr. Zenke states that through his 
auto radio repair work he also gets 
quite a few home radio sets to repair. 
The owner of an automobile, who, if 
satisfied with his repair work, has a 
home radio that needs service, is going 
to bring it to Zenke’s. In this way 
numerous valuable contacts are made. 

“Although I have plenty of business 
during wartime, I am always interested 
in taking care of as many new cus- 
tomers as possible,” says Mr. Zenke. 
“T want to have plenty of contacts for 
the post-war period, and I figure that 
if I serve my customers well now, then 
I will be assured of considerable busi- 
ness after the war. So I don’t turn 
down anyone unless I just can’t do the 
work,” 

Mr. Zenke also maintains a pickup 
and delivery service on consoles where 
owners are not able to bring the sets 
in themselves. He will also pick up 
radios at homes of invalids, etc., for he 
feels that such people are entitled to 
service even in wartime. On the other 
hand he asks able people to bring in 
their small and medium sized radios 





Radio repair jobs waiting for pick-up at 
the Zenke shop. Above, Eric Zenke at 


work. 


for repair and to call for them. 

“While I am interested in working at 
my bench most of the time,” says Mr. 
Zenke, “I also like a little occasional 
pickup and delivery. It gets a man 
out into the fresh air and the change is 
good for him. When you get back to 
your bench, you are able to work so 
much better.” 

Mr. Zenke has a very fine arrange- 
ment on his shop premises. He shares 
a large repair shop with a bicycle re- 
pairman. Thus when Mr. Zenke is 
gone on calls, the other man can take 
in radios for repair and answer any 
questions which the customers may 
want to ask. He can also take nota- 
tions for Mr. Zenke to telephone cus- 
tomers about repair jobs, etc. 

Concerning tubes and parts, Mr. 
Zenke says that he has been able to get 
along fairly well thus far, througtr sub- 
stituting. Relatively few radios in his 
shop are tied up thus far for lack of 
tubes or parts. Mr. Zenke says that 
he regularly makes the rounds of chain 
stores and other dealers in Winona 
and nearby towns. In chain stores he 
frequently has been able to buy tubes 
that he needs. While he must pay 
retail prices for these tubes, he does 
not care, for it enables him to com- 
plete repair and service jobs for cus 
tomers. 
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Sons WILL BE OUTSTANDING ! I! 


Sure . .. all post-Victory radio sets will be new and different. They 
will be replete with enough new features, improvements and gadg- 
ets to astound most dealers . . . certainly all prospects. BUT (and 
it's a BIG “BUT") you can be sure that some will be outstanding! 

You guessed it . . . Maguire Industries, Inc., Home Radio (Elec- 
tronics Division) will have a prominent place in this outstanding 
group. Here's the reason: Maguire Industries’ policy from the begin- 
ning has been based on the-assumption that only the best research- 
engineering brains can conceive, design, and engineer products 
that will be outstanding in their field. Maguire Industries has been 
successful in obtaining the services of men acknowledged to be the 
‘best in the electronics field. 

These scientists have produced a line of Maguire Home Radio 


Receivers devoid of all the common and uncommon “bugs” that 






*# 
A NEW NOTE /N/ HOME RADIO 
l= 


GREENWICH © STAMFORD © BRIDGEPORT «© NEW MILFORD © NEW YORK 
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harass listeners. This is a radio line you will want to display and 
sell. It guarantees customer satisfaction and the real profits that go 
with speedy sales and trouble-free operatidn. 

Maguire Industries has won exceptional merit in wartime pro- 
duction ... in the electronics fidld; in the small arms field (“Tommy” 
guns and other small arms); in the food processing field; in the oil 
producing industry. Now, Maguire Industries has turned the talents 
of its large staff of scientists, engineers, and technicians to creating 
products for after-Victory use. 

A tip that costs you nothing .. . investigate the Maguire Home 
Radio Receiver Line now! You'll be surprised with Maguire Indus- 
tries’ liberal dealer policy as well as the exceptional radio. For full 


information, write Maguire Industries, Inc., 342 West Putnum Avenue, 


Greenwich, Connecticut today! 
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New, 104-page Year ‘Round Meal Planning Guide .. . is” 


HELL READ IT TONIGHT.. AND THANK 


sure-fire way-to win friends and influence customers 


Forget you...how could she! What with your 


\name big as life on the back cover of this book- 


-she’ll use daily! 

Building good will is the smartest trick you can 
‘stage, these days. And this marvelous new book will 
ido it for you. How? 

First, it takes the grief out of meal planning. : : 
and show us the woman who won’t welcome that one! 

Second, it gives her plenty of practical low-down 


on getting full value for her food dollars . : . another 


tender spot in a woman’s heart. 
Third, it shows her how to be an even better cook 
. and most women are pretty vain about their 
cooking ability. 

Fourth, but why go on... 

How many Year ’Round Meal Planning Guides 
do you need to do a real job winning future custom- 
ers for you? Price only 10 cents each; imprinting 
to be done by your local printer. Order direct from 


your Westinghouse distributor, today! 










- Distribute 
Guides 
where they'll 


do you the 











Leave One on Service Calls 







‘ 
' 
i 
most good ; You've fixed her appliance, she’s You've done your best to sell them the idea 
1 pleased with your work. Then to top it of baying from you . . . when appliances are 
i off, you make her @ gift of this useful available. But folke forget fast. This book will 
H book. That adds up to plenty of good will! keep you always in their minds. 
mm meme mma ee aeawweadl 
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Tune in John Charles Thomas, _ 

Sunday 2:30 EWT., N. B. C. 

Hear Ted Malone, Mon. Wed. 
» Pri. 10:15 EWT., Biue Network 


Westinghouse 


OFFICES EVERYWHERE 





PLANTS IN 25 CITIES 


ELECTRIC HOME APPLIANCES 
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: ? Gch _ Women Want Menus! Women Need Marketing Help! . 
i i 16 complete daily menus, plus alternate Tells what cuts of meat to ask for, for 
! ‘ Delicious. Easy to make. Inexpensive. suggestions are given. Thousands of possible different dishes. Pienty of concrete advice 
| i All passed by a taste-testing jury of meal combinations, And 4 special occasion on how to buy fruit, vegetables and fish, 

: 1 » Critical men and women. menus, besides. All necessary recipes included. too. Hints women will welcome. 

. \ : 
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® Dad wants baseball while Mother wants opera, 
Sister wants a swing band while Junior wants a 
Western Thriller. That's a typical Saturday 
afternoon in millions of homes —where every 
one in the family wants something different on 
the radio, all at the same time. To keep every- 
body happy, several radios are needed. 

With Arvin Radios upstairs, downstairs and 
all through the house, the family problem is 
solved. The convenience and individual pleasure 
are without measure. The cost is modest 

But that's a peacetime picture for most homes. 
Only a few families have all the radios they'd 
like to have now and can't get more. We're 
helping to hurry better days along by making 
tadios and electronic equipment for war new— 
working with all the new developments that will 
make the coming Arvin Radios so good to own. 

You hetp te bring the new Arvin Redion 


te you sooner with every wer bend you 
buy. Keep on buying more wer bends. 


ARVIN is THe name on Peocetime Products of 


ets Covame Ornate Sets + Ontdoa Meta Furntere + Other Home Lqupmest 
YR stew nctmemcommenn 





LET’S KEEP ON BOOSTING WAR BOND BUYING 











When radio production starts again, 
a fine family of radios will come to dealers under the 
well-known Arvin name. And this line will have 
family sales appeal. Why? Because the range of 
models and prices will be so appealing that many 
families will buy several Arvins—for upstairs, down- 
stairs, all through the house and outdoors, too. 


The Arvin line will include a splendid group of floor 
models—with automatic record changers and F.M.— 
small and larger table sets for every place and person, 
some with record players and automatic changers. 
There'll be several portables—from coatpocket to 
hand bag sizes—battery sets for cabins and rural 
homes, too. 


The line will be long enough to cover a wide range 
of practical family needs and desires—but short 
enough that dealers can display and sell all Arvin 
models with good turnover and excellent profits. 

NOBLITT-SPARKS INDUSTRIES, INC.- COLUMBUS, INDIANA 


Awarded to the men and women 
of four of our Columbus plants 


At left is a miniature reproduction of a full page which 
recently appeared in leading national magazines such as 
Life and The Saturday Evening Post—pre-selling the idea 
of more Arvin Radios in more family homes. 
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Bendix to Enter 
Home Radio Field 


The Bendix Radio division of Ben- 
dix Aviation Corp., producers of pre- 
cision radio, radar and other com- 
munications equipment for aircraft and 
military uses, will for the first time 
manufacture and market a line of home 
radio sets as soon as the military 
situation permits, it was announced 
recently by Ernest R. Breech, presi- 
dent. 

Home radios will be manufactured 
in the company’s plants in Baltimore, 
it was stated. 

“Our decision to enter the home 
radio field is in line with the company’s 
policy to manufacture certain con- 
sumer products which will represent 
real contributions to the American 
public in point of engineering advance- 
ment and at prices made possible by 
low-cost production methods,” Breech 
said. 

The home radio program will mark 
Bendix Aviation Corp.’s first entry 
into the consumer manufacturing field, 
in addition to its variety of scientific 
equipment for aircraft, automotive, ma- 
rine and other industries, Breech 
pointed out. 

Improvements in quality and per- 
formance of chassis components, speak- 
ers and record-playing mechanisms 
will be characteristic of the complete 
line of AM-FM home radio and radio- 
phonograph combinations to be manu- 
factured and marketed by Bendix 
Radio, W. P. Hilliard, general man- 
ager of the Radio Division, said. 

“Bendix home radios will be of- 
fered to the public at popular prices 
through carefully selected distributors 
and retailers, with the support of na- 
tional and local advertising and sales 
promotion programs designed to ac- 
quaint the public with improvements 
in home radio reception, recorded music 
and cabinet design developed by Ben- 
dix engineers,” Hilliard said. 


C. E. Wilson Back As 
General Electric Head 


Owen D. Young and Gerard Swope 
Tesigned September 8 as chairman of 
the board and president respectively 
of the General Electric Company and 
Charles E. Wilson was re-elected 
President by the board of directors 
meeting in New York. No announce- 
ment of a successor to Mr. Young as 
chairman was made. 


Thor Dishwasher 
in Post-War Line 


An electric dishwasher of unusual 
design will be an important part of the 
post-war Thor line, according to an an- 
nouncement by E. N. Hurley, chairman 
of the board, of Electric Household 
Utilities Corp., Chicago. 

“We had no intention of making 
electric dishwashers,” said Mr. Hurley, 
“until our engineers practically chanced 
on a new principle that made us decide 
we had something that women really 
wanted and needed. For one thing, the 
Thor dishwasher will really be low 
priced. It can be installed in any home 
and doesn’t have to be built into a sink. 
And dishes won’t have to be wiped 
after washing. It’s so quick and so 
simple that even our engineers are 
amazed that no one ever thought of it 
before.” 

Thor will also introduce an auto- 
matic clothes washer. It was while de- 
veloping the clothes washer, according 
to Mr. Hurley, that the company’s 
engineers accidentally discovered the 
new method of washing dishes. 

There will also be a new automatic 
model of the Gladiron, the company’s 
home ironing machine that was a lead- 
ing seller until production stopped in 
1942. 


Recommend Washer, Refrigerator 
Parts Inventory Build-Up 


Manufacturers of domestic laundry 
equipment and mechanical refrigerators 
have asked WPB to allow the accumu- 
lation of inventories of washing ma- 
chine and refrigerator parts against 
the time when civilian production of 
these appliances can be resumed. 

Neither washing machines nor me- 
chanical refrigerators may be made 
under WPB’s “spot authorization” 
program for the resumption of civilian 
production. WPB officials told the 
industry committees that provision has 
been made for increased production of 
washing machine repair parts and that 
a similar program for mechanical re- 
frigerator parts is planned. Produc- 
tion of each of these has already shown 
a 50 percent improvement over 1943 
output. 

Industry members suggested that in 
building up parts inventories emphasis 
should be laid on those parts requiring 
the greatest “lead time.” They pointed 
out that assembly cannot begin until 
an inventory of all components has 
been accumulated. A shortage of frac- 
tional horsepower electric motors has 
precluded production of mechanical re- 








MEET THE "GAWS"—Grandmothers of America in War Service, formed by 53 war- 
working grandmas of Eureka Vacuum Cleaner Co.'s Detroit plant to counteract relaxa- 
tion of the war effort on the home front due to Allied victories abroad. Shown here, 
Mrs. Sarah Rubenah displays her membership card to H. W. Burritt, Eureka president 
and Lt. Col. W. S. McDuffee of the Army Air Force Materiel Command. 
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frigerators and washing machines un- 
der the “spot authorization” program. 


6-9 Months Needed 


Committee members said six to nine 
months would be required by plants 
now engaged in war work to resume 
50 percent of their normal civilian 
production. This time can be greatly 
shortened by the accumulation now 
of parts which could be made under 
the new program. In addition, sand- 
wiching of civilian production into 
war output schedules would minimize 
dislocations due to cutbacks and 
would allow time for retraining work- 
ers, members said. 

The committees recommended also 
that 30 days’ notice of impending 
cutbacks be given manufacturers; that 
motor manufacturers be allowed to 
produce motors for refrigerators and 
washing machines wherever possible 
provided that military requirements 
are met; and that possibility of form- 
ing consumer goods production pools, 
by which a limited number of refrig- 
erators and washing machines might 
be made, be studied. 


More Ranges, Water 
Heaters Authorized 


WPB has authorized the production 
of an additional 15,700 domestic elec- 
tric ranges during the fourth quarter, 
bringing the total authorized produc- 
tion for the quarter to 21,338 units. 

Orders placed by federal agencies 
will be filled first from the 12,750 
three-burner models authorized this 
week. Those not required for fed- 
eral needs and the 2,950 four-burner 
models will be sold for essential civil- 
ian replacements. Few if any four- 
burner models will be available until 
late in the year. 

Quotas assigned this week were 
A. B. Stoves, Inc., Battle Creek, 
Mich., 9,000; Malleable Iron Range 
Co., Beaver Dam, Wis., 3,750; and 
Newark Stove Co., Newark, O., 2,950. 

WPB has raised from 12,500 to 
30,000 the quota of electric water 
heaters for non-government use 
which may be produced in the fourth 
quarter. The increase was based upon 
the “acute need” for the equipment. 
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JUST PUBLISHED BY McGRAW-HILL 








Other McGRAW-HILL 
Books of Current Interest 


1, Raymond Clapper: 
WATCHING THE WORLD 


Edited and with a biographical sketch 
by Mrs. Raymonp Cuapper. Introduc- 
tion by Ernie Pyze. $3.00 


2. ASIA’S LANDS AND 
PEOPLES 


By Georce B. Cressey, Syracuse Uni- 
versity. A geography of one-third the 
earth and ‘two-thirds its people, with 
considerable attention to postwar 
aspects of geostrategy. $5.50 


3. BRAZIL ON THE MARCH 


By Morris L. Cooke, American Tech- 
nical Mission to Brazil. Absorbing 
study of the Brazilian economy in 
terms of national background, peoples, 
resources, and mounting industrializa- 


tion. $3.00 


4. BULLDOZERS COME FIRST 


By Wa.po G. Bowman, N. A. Bow- 
ers, Epwarp J. Crieary, Haroto W. 
RICHARDSON, and Arcuie N. Carter. 
Eyewitness story of U. S. war con- 
—— operations in foreign lands. 


(Order by number—Use coupon) 
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WALTER TROHAN, in the Chicago Tribune, says: 


“For those who desire to become acquainted with the 
Republican candidate for President and what he stands 
for, this is a must book.” 


New York Journal-A merican: 


“a straightforward picture of the Republican Presidential 
nominee without the usual worshipful embellishments to 
which most biographers are prone.” 


Marouis Cuitps, in the N. Y. Herald-Tribune: 


“the Dewey story is here skilfully put together, and to 
many readers parts of it will be new.” 








DEWEY 


An American of This Century 
By STANLEY WALKER 








- 


A full-length, authoritative, highly readable study of 
the Republican candidate, written by a veteran news- 
paperman. Here is the amazing record of the G.O.P.’s 
fighting standard-bearer . . . here are his principles 
and beliefs . . . here we see him at work and at play, 
in struggle and triumph. Supplemented by 45,000 
words of excerpts from Dewey’s major speeches and 
statements. $2.50. 


Really know this candidate 


Send this McGRAW-HILL EXAMINATION COUPON 





McGRAW-HILL BOOK CO., 
330 W. 42nd St., New York 18 


Send me the books checked and encircled below, for 10 days’ exami- 
nation on approval. In 10 days I will pay for books, plus few cents 
postage, or return them postpaid. (Postage paid on cash orders.) 


C) Walker's Dewey, An American of This Century, $2.50 
1 2 3 a 


CORRE RHEE HEHE OEE H EEE HEHEHE ED 


City and State 


Position 


Company 
(Books sent on approval in United States only.) 

















Westinghouse Rural 
Department Organized 


Because of the expanding rural 
market for electrical appliances and 
farm equipment, the Westinghouse 
Electric & Mfg. Co. has organized a 
department to develop its participation 
in that field, it was announced recently 
by T. J. Newcomb, sales manager of 
the company’s Electric Appliance 
Division. 

At the same time, Mr. Newcomb re. 
ported the appointment of Alvan PD, 
Peabody, who has had 34 years ex. 
perience in electrical merchandising, as 
head of the new department, called 
Rural Market Development. 


Great post-war field 


“The farm market is one of the great 
post-war fields for the marketing oj 
electrical appliances Mr. Newcomb 
said, “The more than 2,500,000 farms 
now using electricity are building up a 
tremendous demand for appliances 
which they can’t get now but will get 
when they are available,” he continued, 





A. D, PEABODY 


The Westinghouse executive pointed 
to the Rural Electrification Adminis- 
tration’s estimate that it is “practical 
and feasible” to serve more than 5,000,- 
000 farms with electricity as soon as 
materials are available—more than 
double the electrified farms listed 
today. 

Predictions for volume sales in the 
farm market include a 10 year market 
of 600 million dollars a year, 775 mil- 
lion dollar market in the first 18 
months of production, and a two to two 
and a half billion market in two years, 
Mr. Newcomb pointed out, adding: 

“These sales volume figures are re- 
ported by reliable sources. A goo 
indication for the justification of such 
statements is found in the increase of 
individual average farm income from 
$1926 in 1941 to $3242 in 1943.” 

Under Mr. Peaboby, the new rural 


market development program will ir | 


clude analyzing the farm market and 
working with various product depart 
ments to develop appliances that fit 
farm needs. 

Westinghouse distributors will be 
advised on farm market trends and 
means by which they can service and 
sell to the rural consumer. 


Conlon Purchases 
Eagle Electric 


Acquisition of the Eagle Electrit 
Mfg. Co.’s heating pad business has 
been announced by the Conlon Corp. 
Chicago, who will operate it under the 
Eagle name in the immediate post-wa 
period. 
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What’s YOUR customer's dream? 
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GILBERT 


“AG Kitchen Kit? 
\ Va 


GILBERT 
Hair Dryer? 


GILBERT 
Electric Heater? 





GILBERT 
Vitalator? 


REMEMBER. . . for electrical appliances 
A.C. is the CORREW7 favorite 


ACGIBERL | 


will be the 70S7 WAR favorite 










tere =- 0 S xr ay The A.C. Gilbert Company, 
New Haven, Connecticut, is also famous for “Erector,” “NI = 
American Flyer trains and other Gilbert educational toys. 
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MADRIGUERA AUTOGRAPHS—Capitalizing on the recent appearance of Enric 
Madriguera and his orchestra at the Roxy Theatre in New York City, the Davega 
Commodore Hotel store devoted its entire window to Sonora's album of Madriguera 
selections, and through arrangements with Sonora, Madriguera appeared in person 
to autograph copies of the album. 





_ League Acts to Protect Dealers 
in FHA Complete Home Program 


Taking cognizance of the wide-spread interest in the Complete Home 
Program, under which electrical appliances are installed in new homes and 
financed under the FHA-insured mortgage, the retailer’s post-war planning 
committee of the Wisconsin Radio, Refrigeration & Appliance Association 
recently passed a resolution, asking a fair and just participation by dealers 
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in major appliance sales under the program. 


Want Intelligent Planning 


According to H. L. Ashworth, secre- 
tary-manager of the association, who 
sent the resolution to industry members 
for consideration, the interest of the 
retail appliance dealer has been fre- 
quently by-passed in connection with 
this bulk business in the past. “We be- 
lieve,” Mr. Ashworth said, “that some 
intelligent thinking and planning at 
this time by manufacturers and whole- 
sale distributors can develop a program 
whereby the established, legitimate re- 
tail appliance dealers will be given a 
fair participation in the major appli- 
ance business which will be tied up in 
the anticipated large home-building 
program of post-war years.” 


Copy of Resolution 


A copy of the resolution of the re- 
tailer’s post-war planning committee 
reads as follows: 

Whereas, there is certain to be a 
large amount of home building in the 
post-war period, and, 

Whereas, the Federal Housing Ad- 
ministration is reported to have plans 
for including movable major appliances 
in the purchase price of the house, and 
amortized by payments under the one 
general mortgage, and 

Whereas, this new phase of distribu- 
tion carries grave danger of passing up 
the retailer, through transfer of the 
handling of such appliances from re- 
tailer to house builder, now, therefore, 

Be it resolved, that the retail appli- 
ance dealers of the Milwaukee trade 
area recognize the advantage of this 
F.H.A. financing plan from the stand- 
point of increasing public acceptance 
and use of major appliances, but that 
they can see no good reason why this 
business should be transferred to the 


OCTOBER, 








house builder, or why any other new 
outlet should be created to handle it. 
Further, 

That recognizing the manufacturers 
of appliances to be in first position to 
control this matter, and wholesale dis- 
tributors in the number two position of 
control, the retail appliance dealers of 
the Milwaukee trade area appeal to 
both manufacturers and wholesale dis- 
tributors to immediately set up plans 
for the handling of this possible new 
business which will give the retailer a 
fair and just participation in it. Fur- 
ther, 

That this committee will carefully 
watch developments on this proposition 
in the Milwaukee trade area and will 
promptly distribute to the retail appli- 
ance dealers of the community full in- 
formation pertaining to any practices 
along this line which by-pass the re- 
tailer. 


Sees 8,000,000 Cleaner 
Sales In Four Post-War Years 


The vacuum cleaner industry will be 
ready to provide jobs for many men 
and women now in the armed forces 
and war work when the war is won, 
according to G. T. Stevens, vice presi- 
dent of Eureka Vacuum Cleaner Co., 
who forecast production of 8,000,000 
units in the first four post-war years 
on the basis of a market study made 
by the company. 

He said Eureka anticipates an in- 
crease of 25 percent or more in the 
production of vacuum cleaners in the 
first full production post-war year as 
compared with the last prewar year. 
The second full production year should 
show an increase of 100 per cent over 
1941, 
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TWO GREAT IRONS 


SELL BOTH IRONS—Plan now to sell this quality iron 
team. Your appliance stock is not complete unless you handle 
Petipoint—Air cooled and streamlined; and Steam-O-Matic— 
the first fully automatic electric steam iron. 


PROFIT—When you sell these de luxe irons—Steam-O-Matic 


and Petipoint—you handle a larger unit of sale, which means 
greater dollar-profit to you. Now, when the demand is so 


great, it will pay you to sell these two quality flat-irons. Our 
advertising and merchandising plans for the coming year will 
assure their consumer acceptance. 

DELIVERIES—We are doing our best to distribute as fairly 
as possible the quota which has been assigned to us this year. 


We ask dealers and jobbers to bear with us if we are unable 
to immediately ship full amount of each order. 


WAVERLY TOOL COMPANY . Sales Office: IRVINGTON, N. J. - Manufacturing and Service: SANDUSKY, OHIO 
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The United States Navy has created a __ prosecution of the war. The Galvin Mfg. 


special award of merit. This certificate 
of achievement was presented to the 
Radar-Radio Industries of Chicago in a 


Corporation, manufacturers of Motorola 
F-M radio for home and car, is proud of 
its membership in the Radar-Radio In- 


colorful ceremony at Wrigley Field on  dustries of Chicago . . . and also proud 
Sunday, September 10th, for their extra- of the part it has been privileged to play 
ordinary contribution to the successful in the winning of this signal honor. 


Since considerably before Pearl Harbor, Motorola has designed, built and delivered 
military radio communications in great quantity among which are the famous 
“Handie Talkie” (an exclusive Motorola Radio First) and the equally celebrated 
F-M “Walkie Talkie.” When victory has been won Motorola’s greatly expanded 


production facilities will be available for the immediate production of Home and 
Car Radio, Portables and Automatic Phonographs. 


bt ) ANOTHER iH ify BOND fODAY! 


aa MANUFACTURING CORPORATION, CHICAGO 51 


* Motorola Radic 


F-M HOME & CAR RADIO * AUTOMATIC PHONOGRAPHS « TELEVISION * F-M POLICE RADIO + RADAR © MILITARY RADIO COMMUNICATIONS 
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(One of a Series of Advertisements appearing in National Magazines and Newspapers) 


It's a postwar Promise... /rom 
e 





A refrigerator 
with a built-in 


HOME FREEZER 











BRRRR 5 cold! 
22 degrees 
below freezing! 
TUNE IN CBS Sundays for a ws 

















Admiral “World News Today” 
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KCLIPSE 


Plastic Agitaror... 


WILL BE STANDARD EQUIPMENT ON THE BETTER 
POST-WAR HOME WASHING MACHINES 
















—_— 


THESE ADVANTAGES OF ECLIPSE PLASTIC 
AGITATORS HELP YOU SELL... 


% Offers more efficient washing 
% Easier on clothes 
% More attractive modern design 

Sf % Non-corrosive, heat-proof, acid-proof 

% Cannot discolor clothes 

%* Smooth, easily-cleaned surface 

% Durable, light weight 

% Cannot fade or discolor 
% Available in colors 


% PIONEERED AND DEVELOPED BY 
ECLIPSE ENGINEERS 


ECLIPSE PLASTIC AGITATORS FOR A BETTER SALES STORY to the housewife — be sure 
AND PARTS ARE USED ON THESE LEADING YOUR washer line is up-to-date with ECLIPSE PLASTIC 
WASHING MACHINES: MGITATORS. 


Apex Bendix Holland-Rieger 

Barlow Blackstone Maytag 

Barton Conlon Norge 

Beam Easy Zenith 
General Electric 


IMPORTANT! 


By continuing Research and Development Eclipse has 


MOULDED PRODUCTS COMPANY 


: . zs 5151 North Thirty-Second Street Milwaukee 9, Wisconsin 
evolved great improvements on Plastic Agitators — En- 


larged production facilities enable Eclipse to meet the needs 


of the entire washer industry for better Agitators! 





| Gb ae om OD UCTS AND cus.1T OM MOVED ERS FOR ALL ‘NN Deere ¥ 
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When You Recommend This Better 
Heating Unit for ANY Electric Range 


Regardless of the make of the Elec- 
tric Range, we'll guarantee to fit it 
exactly with T-K Heating Units. 18 
installation rings make them readily 
adaptable to any electric range. They 
are designed for quick, easy installa- 
tion. Look for the T-K “symbol of 
service” in the center of heating 
units on many of America’s finest 
ranges. They give the highest de- 
gree of cooking and heating effi- 
ciency. Stock and feature T-K Re- 
placement Units as well as T-K 
equipped Electric Ranges. Ask for 
details, NOW! 





TUTTLE & KIFT, Inc. 


MAIN PLANT AND GENERAL OFFICES 


1825 NORTH MONITOR AVE,, CHICAGO 38, ILLINOIS — 
ee ee Controls 


HONORS FOR CONLON—"For outstanding contributions in the field of ordnance 
production” the Conlon Corp., Chicago, peacetime makers of household washers and 
ironers, recently received the Army Ordnance flag. The company made more than 
500,000 57-mm. carfridge cases from steel without ballistic failure and since has turned 
out more than 500,000 brass cases with similar success. In the picture, left to right: 
1. N. Merritt, vice-president and general manager; B. J. Hank, president and chair. 
man of the board; Tom Moore, oldest Conlon worker in point of service, and Maj, 











J. A. Roesch, Chicago Ordnance district. 


See Water Systems 
Major Dealer Line 


That dealers will find it profitable 
to make water systems a major line 
in the post-war years was the con- 
sensus expressed by the post-war 
planning committee of the electric 
farm pump and water system industry 
at a meeting in Chicago recently. 

The goal of the water system in- 
dustry as set up by the committee is 
the sale of 500,000 electric farm pumps 
and water systems in the first post- 
war year. 

The committee suggested that dealers 
take these steps to prepare for post- 
war water system sales: 


1. Set up a pump and water system 
department headed by a man thoroughly 
qualified to make estimates and lay out 
farm water systems. 

2. Prepare now for the display of water 
systems. 

3. Fit out a service truck or car. 

4. Set up a repair and maintenance 
department in connection with the shop 
and have an orderly arrangement of bins 
for the stocking of repair parts. 

5. Tie in with the post-war advertising 
and promotional activities of the manu- 
facturer. 

6. Work with the power companies and 
county agents in getting prospect lists. 


American Home Quiz 
Shows Buying Intent 


The latest of American Home maga- 
zine’s Reader-Consumer Panels, com- 
promising 2,100 subscribers’ reactions 
to questions on buying plans, product 
preferences, etc., contains some inter- 
esting data on coffee-makers, kitchen 
ranges, present kitchen equipment, 
house wiring and home insulation. 

Homemaker’s preferences for coffee- 
makers, the survey finds, are very 
evenly divided among drip type, vacu- 
um-type and percolators. One out of 
every five homemakers definitely ex- 
pects to buy a completely automatic 
coffee-maker, but more than twice as 
many women (40 percent) have not 
yet made up their minds about the com- 
pletely automatic type. 

Ranges in respondent’s kitchens aver- 
age seven years old with 26 percent 
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using electric, 67 percent gas, 5 percent 
coal, 3 percent kerosene, 3 percent 
wood and 1 percent oil. Nearly half of 
them were under five years old. 


New Home Equipment 


Among homemakers considering 
building a new house after the war (18 
percent replying “yes”) 8 percent plan 
to use their present kitchen equipment 
in the new house, while 25 percent wil! 
use none of it. On the whole, about 
two-thirds of all present kitchen equip- 
ment will not be used in post-war 
homes. 

Three families out of ten feel that 
they will have to change or add to their 
present house wiring in order to ac- 
commodate the additional appliances 
and equipment they intend to buy after 
the war. 

Slightly more than half of the Panel 
members’ homes are insulated. Of those 
respondents whose homes are not insu- 
lated, 50 percent definitely plan to in- 
stall insulation. Home owners having 
insulation estimate that as a result fuel 
bills have been reduced an average of 
19 percent. 


G-E Electronics 
Moves to Syracuse 


All General Electric Co.’s Elec- 
tronics Department activities, under 
the direction of Dr. W. R. G. Baker, 
G.E. vice-president, will be centered 
in an industrial development on the 
outskirts of Syracuse, N. Y., near 
Liverpool, Gerard Swope, president oi 
the company, announced at a Syracuse 
Chamber of Commerce dinner recently. 
At present, G.E.’s activities in eleo 
tronics are carried on in several cities, 
and it is the company’s desire to put 
them all in one plant. 

It is expected construction of the 
plant on a 150-acre plot will begin as 
soon as wartime restrictions are lifted 
Size of the development will be about 
one-fourth the area occupied by the 
Schenectady works of the company, 
and it is estimated that 18 months from 
the time the government gives the 8? 
ahead signal the new factory will be 
ready to start operations. 

The new plant will include an ad- 
ministration building, research labore 
tory and assembly shops. Movemeit 
of employees into the new plant # 
expected to be gradual. 
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BEHIND THE 


The “‘heart’’ of every piece of refrigeration 
equipment you sell is the all-important re- 
frigerating unit. By starting with the “heart” 
... by specifying Universal Cooler depend- 
ability inside the fixtures you sell, you build 
customer good will and satisfaction .. . 


increase your profits as well. 


Here are the facts —profitwise—to back 
your decision: 


Every Universal Cooler Unit Reflects 
23 Years of Manufacturing Experience 
—Built by long-time refrigeration special- 
ists, these units are engineered to give the 
kind of efficient trouble-free performance 





that will make friends for you . . . per- 
formance which has already proved out in 
both commercial and domestic installations. 
Complete line self-contained and remote 
types to 25 H.P. 


Production Facilities Meet All Require- 
ments—Built in a modern streamlined 
plant under controlled conditions, Universal 
Cooler units get the maximum benefits of 
modern manufacturing science. In addition, 
the research-testing-design division, greatly 
expanded for Universal Cooler’s important 
role in war production, is now working 
closely with cabinet manufacturers. on post- 
war plans. 


‘Let's Ask Universal Cooler” 





The full story of Universal Cooler's prewar experience, 
war service and postwar promise is graphically and 
colorfully told in the book ‘‘Refrigeration Is Our Bus- 
iness."" Use the coupon now to get your free copy. 
You'll learn why more and more refrigeration dealers 
ere saying ... 


ee 


UNIVERSAL COOLER CORPORATION 
MARION, OHIO 












Gentlemen: I'm interested in getting the facts on 
Universal Cooler Refrigerating Units as outlined in 
the book, “Refrigeration Is Our Business." Please for- 
ward my free copy. 
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HTS IN Postwar 





FEATURING 
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R + TAI LI N G A Postwar Retailer starts to cash-in by featuring — 


displaying — and selling G-E Mazda Lamps. 
vam 


















WHY NOT? 







GOSH, AGNES, YOu 







































CANT USE A I'MGONNA | LL kidding aside, the postwar 
LOOK ty 4 apd Pan I y sales prospects are brighter than 
ree WAY! v1 . ever before for dealers who display | 
DISPLAYS TIE Wa a | VY and sell G-E Mazda Lamps. 
IN WITH THEIR \ 


That’s because General Electric Lamps 


A 
NATIONAL offer a/] these important sales features: 


ADWERTISING 














MAYBE A G-E 
HEAT LAMP WILL 
& KNOCK OUT MY 

\. LUMBAGO / 


GERMICIDAL 
LAMPS! LET‘S 
GET ONE FOR 

JUNIOR'S NURSERY 
SO WE CAN GETA 

LITTLE SLEEP 

AT NIGHT! 





1. They provide a steady year ’round 
demand. ' 

2. They are nationally advertised. 

‘3. They bring customers into your 
store. 

4. They pay good profits. 

5. They are dependable, durable and 
non-perishable. 








Important advantages? Of course. And 
that’s not all. In addition, G-E’s post- 
war program includes a complete pre- 
tested window display service... 
unique new sales aids .. . and the only 
national radio program devoted ex- 









WHATS THAT % 
ABOUT “MOVING 
THE SON ® I'VE 


MOVED SONS wet 
AND GRANDSONS clusively to lamps and lighting! 
FOR THREE Better profits start with better pro- 


GENERATIONS ducts. In your postwar planning, in- 


clude the high quality lamps most 
people prefer —G-E Mazda Lamps— 





Hear the General Electric Radio Programs: "The G-E 
All-Girl Orchestra" Sunday 10 p.m. EWT, NBC; "The 
World Today" news every weekday 6:45 p m. EWT,CBS 


WHATTA CROWD! 
HAVEN'T SEEN 
TRAFFIC LIKE 
“<S| THIS SINCE THE 
<32\ MAYOR'S PICNIC! 













GOT IT! 
MAYBE THIS‘LL 
SHED ALITTLE 
LIGHT ON MY 
HOMEWORK 












@Y \F YOU DROP 
iM 4=THAT BASKET, 
CHUM, YOu’LL BE 
IN THE DOG- 
HOUSE TILL 
SPRING! 
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AUTOMATIC 


WASHERS 


Made in Newton, lowa Since 1908 by 


AUTOMATIC WASHER COMPANY 
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WESTINGHOUSE CONSERVICE SCHOOL—Joe Marine, service manager of the 





—— OR; 


Westinghouse Electric Supply Co. of Salt Lake City (standing left) and W. F. Schanz, 
service supervisor of the Westinghouse Electric & Mfg. Co. of Seattle Washington 
(standing center) tell Salt Lake servicemen how to handle an appliance repair busi- 


Indiana Utility 
Not to Merchandise 


The establishment of a new merchan- 
dising policy covering the post-war 
handling of electrical appliances by the 
Public Service Co, of Indiana re- 
cently was announced by Robert A. 
Gallagher, president, who revealed the 
company would replace its former ap- 
pliance sales activity with a dealer co- 
operative plan calling for advertising, 
promotion and sales assistance by the 
utility while the dealer actually sells 
all the goods. 


Dealer Co-operative Plan 


George O. Stewart, new business 
manager, with the assistance of L. B. 
Schiesz, first vice president, already 
has concluded a series of meetings 
throughout the company’s territory to 
announce the new merchandising pro- 
gram to district and divisional man- 
agers who, in turn, arranged group 
dinners to which local dealers were 
invited. 

The dealer co-operative plan, as now 
effective, covers the following: 


. Advertising 

. Installment sales 

. Installation of appliances 
. Home demonstrations 

. Customer inquiries 

. Model homes 

. Auditoriums and exhibits 
. Sales personnel 

. Appliance service 

. Sales promotion. 


SCOWaOnouUha wn = 


Discussing the plan, Mr. Stewart 
said: 

“Our program for the future is to do 
everything we can to promote a greater 
sale and use of all modern electric and 
gas appliances except selling them our- 
selves. It will be our job to help the 
dealers sell equipment which requires 
our electricity and gas. 

“Explained to hundreds of dealers 
who conferred with us, this program 
met with a generally enthusiastic recep- 
tion. All the dealers ask is that we 
show no favoritism as between dealers 
or between brands of merchandise. 
There will be no favorites played by 
the company.” 


Harvester Company to Make 
Home Refrigerators 


Disclosure that International Har- 
vester Co. ha$ gone ahead With its in- 
tention of organizingsa refrigeration 
division is contained in a quarterly re- 
view to stockholders issued recently by 
Fowler McCormick, president. 
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Eugene F. Schneider, formerly east- 
ern district manager, is appointed gen- 
eral manager. Emphasis will be upon 
meeting needs of the farm refrigera- 
tion field, it was announced. Present 
plans call for production of both home 
freezer units and ordinary family size 
refrigerators, both of which are new 
ventures for the implement concern. 
Several years ago the company started 
turning out walk-in type refrigerators 
for dairy barns. Manufacture of these 
will be continued. 

International Harvester already have 
several thousand outlets handling its 
service on farm machinery, and it is 
believed that these people will be able 
to take on service on refrigeration. 


Radio Repair Ethics 
Watched in San Diego 


Concerned by the number of new 
radio repair shops which have sprung 
up in the vicinity of San Diego (it is 
estimated that more than fifty have 
opened their doors within the past few 
months), the Bureau of Radio and 
Electrical Appliances of San Diego 
County has established a Radio Ethics 
Committee to aid in eliminating un- 
ethical practices which may have 
sprung up, in an endeavor to clean 
house before lasting damage has been 
done by having the public discover just 
what has been done to them by certain 
questionable firms and individuals. 

The San Diego group feels that most 
radio service agencies are trying to be 
fair to the public, but that the over- 
charging and plain dishonesty of some 
of the newcomers in the field will in- 
evitably reflect discredit upon the en- 
tire group if not checked. The names 
of committee members are not made 
public—and, indeed, its membership is 
kept flexible, as various trustworthy 
individuals will be called upon from 
time to time to check in advance radios 
which may be used to establish proof 
of any illegitimate practices known to 
be going on. It is felt that the opera- 
tion of the committee will be more ef- 
fective if only those making the investi- 
gations know who is concerned. A copy 
of the bulletin announcing the forma- 
tion-of-this committee was sent. to all 
firms known to be in the radio business 
in San Diego in order to encourage 
those who, themselves observing ethical 
standards, will welcome the investiga- 
tion, and to give any others, who for 
one reason or other might have slipped 
into the other camp, a chance to reform 
their ways. 
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Proctor was the 
NEWS/IAKER at the 


HOUSEWARES SHOW! 





Proctor proudly presented unusual new ex- 
perimental designs for post-war irons and 
toasters ...at the Housewares Show, Hotel 
Pennsylvania, New York City, July 24-29, 
1944. Once again, Proctor made news. While 
we've been 100% engaged in war production, 
we've been using our “after hours” time to 
think and plan for post-war. Here’s a promise: 
we'll be ready, when the time comes, to make 
news in post-war appliance merchandising! 


coming / 


“‘Popularity-Tested’’ Appliances 


At shows and exhibitions, by mail and per- 
sonal interview...we’re finding out what 
kind of appliances folks want, what kind 
theyll. buy. That’s the kind we'll make! 
Meanwhile, keep on buying War Bonds. 





PROCTOR 


NEWSIARKER 1. APPLIANCE MERCHANDISING 


PROCTOR ELECTRIC COMPANY~DIVISION, PROCTOR & SCHWARTZ, INC., PHILADELPHIA 40, PA. 
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COLEMAN CONFERENCE—Ralph Carney of Coleman Lamp & Stove Co., likes to 
start his educational lectures on heating by striking a match. From here on he gives 
his audience a whole college education on the art of heating homes. Here he is shown 
explaining to publishers the different types of burners used in oil space heaters, at the 


August conference in Wichita. 


Coleman Educates 
Editors on Heating 


That the luxury of oil and gas heat- 
ing is going to be made available to 
owners of old homes, small bungalows, 
and about every type of domestic build- 
ing in the United States, was made 
clear to editors and publishers’ repre- 
sentatives who attended the Coleman 
Lamp & Stove Co. school in Wichita, 
Aug. 28-29. A central heating plant 
may now be squeezed into spots here- 
tofore inaccessible, butane gas can be 
used as well as oil or gas, and space 
heaters will be available after the war 
as well as central heating units. 

Ralph Carney, general sales manager, 
pointed out that Coleman is one of the 
500 leading manufacturers in the 
United States today as well as a pio- 
neer manufacturer of heating and il- 
luminating appliances. High point of 
the session was a letter from Ernie 
Pyle, the war correspondent, in appre- 
ciation of the Coleman camp stove. 


Sylvania Fixture 
Design Competition 


To stimulate interest in improved 
post-war lighting a design competition 
open to anyone connected with the 
lighting division of a public utility has 
been announced by Sylvania Electric 
Products, Inc., Salem, Mass. 

A total of $1600 in prizes will be 
awarded for the best designs for a 
shielded commercial fixture for four 
40-watt fluorescent lamps. Designs 
submitted will be judged by Howard 
M. Sharp, president of the I!luminat- 
ing Engineering Society; Allan E. 
Parker, physics professor, Worcester 
Polytechnical Institute; Lurelle Guild, 
product design consultant; C. A. Car- 
penter, electrical engineer, Graham, 
Anderson, Probst & White. Appear- 
ance, ease of installation, maintenance, 
shielding and efficiency will be the 
principal considerations in selecting 
winners. 

Official entry blanks, rules and com- 
plete details are available to utility 
lighting people on request to Sylvania 
Electric Products, Inc., Boston Street, 
Salem, Mass. Entry blanks should be 
postmarked not later than October 1, 
1944, to cover designs submitted before 
December 1, 1944. Results of the com- 
petition will be announced on or before 
January 1, 1945. 
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Lidgerwood Acquires 
Whiting Stoker 


Acquisition: of the Whiting Steker 
Co. of Chicago by the Lidgerwood 
Mfg. Co., 71 year old Elizabeth, N. J., 
manufacturer of heavy construction and 
marine auxiliary machinery, and tun- 
neling and mining equipment, has been 
announced by A. E. Bottenfield, execu- 
tive vice-president and general mana- 
ger of the new Whiting affiliate. 

The purchase includes the manufac- 
turing and sales’ rights and all interests 
in Whiting and Butler stokers, Whit- 





A. E. BOTTENFIELD 


ing horizontal compression-feed stokers 
and Continental stokers, according to 
the announcement. 

A new company has been formed, the 
Whiting Stoker Sales Co., with head 
offices in Chicago, and will operate as 
an affiliate of Lidgerwood. Its officials 
are: L. D. Tenerelli, president of 
Lidgerwood, chairman of the board; 
W. G. Schalscha, executive vice-presi- 
dent of Lidgerwood, president; A. E. 
Bottenfield, general manager of the 
present Whiting Stoker Co., executive 
vice-president and general manager; 
and G. L. Reeh, treasurer of Lidger- 
wood, treasurer. The Whiting Stoker 
sales and engineering staffs will be in- 
corporated in the new company. Lidg- 
erwood manufacturing plants at Eliza- 
beth, Newark and Superior, Wiscon- 
sin, now largely engaged in war pro- 
duction, will produce the stokers. The 
Superior Iron Works at Superior, 
Wisconsin, will begin at once. A 
greatly expanded stoker merchandising 
program by Whiting is understood to 
be imminent, made possible by the ex- 
tensive production facilities of the par- 
ent company. 
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THE ELECTRONIC AUTOMATIC PILOT, pioneered and 
developed by Minneapolis-Honeywell, is one of the 
most significant advances made in aircraft science. 
Developed to keep bombers on a straight course 
in their bombing run, the electronic automatic 
pilot promises safer and more efficient flight for 
airlines . . . and, because this device must operate 
with complete reliability at all times, Minneapolis- 
Honeywell uses thousands of RAYTHEON tubes. 
The special wartime experiences of Raytheon 
Manufacturing Company in devising and produc- 
ing advanced electronic tubes for the war effort, 
means that you will be able to offer your customers 


fo 


1€ 


7: the best tubes for all applications. Because you 
“4 have the best tubes, you will have better customer 
7 good-will, faster turnover and greater profits. 
d; 

i- Raytheon Manufacturing Company 

. RADIO RECEIVING TUBE DIVISION 

e 


Newton, Massachusetts « Los Angeles « New York « Chicago « Atlanta 


| empie RAVTHEDD 


All Four Raytheon Divisions Have Been oP. ‘i Fidelity 
yn- Awarded Army-Navy ‘°'E'’ Plus Stars OF: 





; RADIO AND ELECTRONIC TUBES } 

7 DEVOTED TO RESEARCH AND MANUFACTURE OF TUBES FOR THE NEW ERA OF ELECTRONICS 
or, 
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“You cannot succeed 





y not doing things” 


William Randolph Hearst in a bulletin to his editors 


sana of the sound sense of 
those seven simple words has 
been written in every dispatch date- 
lined Vichy instead of Paris. 


For France, sitting in “‘security”’ be- 
hind her Maginot Line, tried to 
succeed by wot doing things. 


So far in this war, America has fol- 
lowed the other course. 


Starting with little to do with— 
fighting of necessity a delaying ac- 
tion while we gathered our strength 
—we nevertheless built and trained 
and prepared for the attack—and 
today are herding the Nazi and 
Nipponese hordes to their holes 
by bomb, barrage and bayonet. 


But the question remains, as the shape of 
victory becomes clear on the horizon, just 
what we will do in the peace to come. 


You can’t produce the goods that spell 
prosperity and opportunity and growth with 
men paid not to do things. 


You can’t get grain or good red beef from 
farmers paid not to plant and grow and 
raise and reap. 


~ ane 


You can’t expect ambition to urge on men 
lulled into inactivity by worship of a seem- 
ing “security” based on the idea that the 
government owes them a living—for their 
votes. 


You can’t realize America’s world-wide 
chance to break all previous records by 





HEARST 
SS 





heeding those drilled in the slow-down 
school, whether you find them in labor or 
management. 


And what shabby treatment of returning 
heroes, flushed and eager with the pace of 
victory’s drive, to welcome them home, pat 
them condescendingly on the shoulder— 
and tell them to go sit in the corner and 
wait for their handout! 


af 


No, this is not the forward-looking future 
for which American blood has been shed. 


This is not the purpose for which we 
poured out our wealth, built up our fac- 
tories, developed our new processes and 
products, bought freedom from militarism’s 
yoke. ‘ 





Our people did this for a dynamic 
future — for the forward - looking 
*forties and not a return to the 
hopeless and threadbare ’thirties, 


They did it for an on-the-march 
America—and there’s an obligation 
on every free American newspaper, 
placed there by the dawning sight of 
victory, to keep that fact hammered 
home on high and low alike. 


Hearst Newspapers welcome that 
obligation. For many years they 
have sought to perform similar sery- 
ice, telling the story of now as a 
prelude of the greatness of tomor- 
row. That is why, in more than a 
dozen key cities of America, they 
have earned the confidence and spe- 
cial regard of the nearly 5,000,000 families 
who read them. Thus: 


If it is on-the-minute, accurate news they want, 
they look to Hearst Newspapers first. 


If it is authentic interpretation of events or 
trustworthy editorial counsel they want, they 
look to Hearst Newspapers first. 


If it is features, newspictures, cartoons, col- 
umnists’ comment, society, sports or business 


- news they want, they look to Hearst Newspapers 


first. 


There is a lesson here which no sensible 
advertiser with an eye on the future will 
ignore. 


It is simply that in planning marketing pro- 
grams to reach these people, he should look 
to Itearst Newspapers first, as do they. 


Serving the American People—their Freedom, Security and Progress— by providing them trustworthy News, Comme.:., Counsel, Entertainment, and Advertising. 


ALBANY TIMES-UNION 
Morning and Sunday 


BALTIMORE AMERICAN 


Morning and Evening 


Sunday Evening and Sunday 
BALTIMORE NEWS-POST DETROIT TIMES 

Evening Evening and Sunday 
BOSTON ADVERTISER LOS ANGELES EXAMINER 

Sunday Morning and Sunday 


BOSTON RECORD AND AMERICAN 


CHICAGO HERALD-AMERICAN 


LOS ANGELES HERALD-EXPRESS 
Evening 

MILWAUKEE SENTINEL Evening 

Morning and Sunday 


NEW YORK MIRROR 
Morning and Sunday 


OAKLAND POST-ENQUIRER 
PITTSBURGH SUN-TELEGRAPH 


SAN FRANCISCO CALL-BULLETIN 
Evening 


SAN FRANCISCO EXAMINER 
Morning and Sunday 


Evening and Sunday 


NEW YORK JOURNAL-AMERICAN 
Evening and Sunday 


SAN ANTONIO LIGHT 


Evening and Sunday 


SEATTLE POST-INTELLIGENCER 
Morning and Sunday 


et 
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- DuMont will continue to lead the Television parade as 
it has in the past by making Television increasingly prac- 
tical commercially. ¥z DuMont gave Television its first 
clear pictures by developing the DuMont Cathode-ray 
Tube—which is actually the heart of the Television set. 
Ww DuMont pioneering has hastened nationwide enjoy- 
ment of Television by designing and constructing 3 of 
the 9 Television stations in service today ... by operating 
station WABD, New York, for more than 3 years to 
explore the magnificent program possibilities of this 
great new art. yy DuMont'’s peacetime Television-Radio 
Receivers—enhanced by exclusive patents and wartime 


research—are certain to establish new highs in engineer- 
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TELEVISION 


Take your cue from DuMont—and you'll be among 
the first after victory to ring up Television profits: 


ing performance and cabinet artistry. DuMont sets will 
be sold only by leading dealers. There are a few choice 
franchises still available. If you are equipped to display 
and promote the finest quality merchandise, DuMont 
will be happy to talk over its postwar plans with you. 
xx It was DuMont, back in 1939, who ran the first ad 
offering Television sets for sale. DuMont national adver- 
tising is still cultivating this market for you—in ads that 
take the mystery out of Television, in ads that whet 
desire for fine quality sets. Reprints of these ads are 
available — without obligation—for your customer edu- 
cation ...to help you become the “Headquarters for Tele- 


vision Information” in your community. 


ya 
Le ww 
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ALLEN B. DuMONT LABORATORIES, INC., GENERAL OFFICES AND PLANT, 2 MAIN AVE., PASSAIC, N. J., STATION WABD, 515 MADISON AVE., N. Y. 22, N. Y. 

















J 








ELECTRICAL MERCHANDISING—OCTOBER, 1944 


PAGE 95 





Models 18270 and 


2025C. Direct 


connected motor 





Models 2418C and 
3018C Belt Driven 





































NEW UTILITY FANS 


ARE liuly Cue 


The streamline fan ring permits a smooth flow of air 
with minimum turbulence and noise... the fully 


enclosed motor is resilient mounted .. . low rota- 





tive speeds further air quiet op- 
eration. Other features are low 
power consumption and rigid, 
welded construction. Belt-driven 
models have variable pitch pul- 








ley for simple speed adjustment. 
All models are easily installed 
by means of the rigid, heavy 
gauge steel ring mounting. 





Utility Propeller Fans, Centrif- 
ugal Blowers and Evaporative 
Air Coolers are available under 
WPB regulations. Write for com- 
plete catalogs and literature. 
















UTILITY ran corporation 


4851 S 


a 


Peace - time manufacturers of the Famous Utility Air 
Koolers, Blowers, Fans, Floor Furnaces, Circulating 
Heaters, Unit Heaters, Forced Air Furnaces. 
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NEW GRAYSON LABORATORY—Grayson Heat Control, Ltd., have opened this 


new research laboratory to serve the west coast activity of Robertshaw Thermostat 
Co., Youngwood, Pa., Grayson and American Thermometer Co. of St. Louis, according 
to T. T. Arden, Grayson president. The laboratory is located at 833 No. Highland 
Ave., Los Angeles, a short distance from the Lynwood, Cal., plant of Grayson. 















Crosley Distributor 
Meetings Held 


Looking forward to the coming re- 
sumption of production of civilian 
goods, members of the distributor or- 
ganization of The Crosley Corp. from 
all parts of the nation gathered in 
Cincinnati this month in a series of 
three three-day sales conferences, the 
first since 1941, 

Crosley sales and engineering offi- 
cials discussed with the visiting dis- 
tributors some of the Crosley civilian 
products which will be available as 
soon as peace-time production gets the 
green light. These are, fundamentally, 
the products that Crosley was building 
when war came. 

R. C. Cosgrove, vice-president and 
general manager, Crosley manufac- 
turing division, welcomed the distrib- 
utors to the sessions and entertained 
them at his home in East Walnut Hills. 

J. H. Rasmusson, Crosley commer- 
cial manager, was in charge of the 
conference sessions. 


Royal Electric Acquires 
Colt Fuse Business 


Through an announcement by Royal 
Electric Company, Inc., Pawtucket, 
R. [., rumors about the disposition of 
the important fuse division of Colt’s 
Patent Fire Arms Mfg. Co. have been 
set at rest. J. G. Riesman, Royal 
president, has disclosed that his firm 
recently purchased the entire Colt 
fuse business, acquiring the patents, 
trade-mark, tools and equipment for 
the production of the Colt “Noark” 
renewable cartridge fuse. 


Emerson Surveying 


Radio Job Needs 


With a view to expediting civilian 
employment of thousands of demobi- 
lized technicians of the Army Signal 
Corps and Naval Communications, 
and other radio-electronics specialists 
in the armed services, Emerson Radio 
and Phonograph Corp. has begun a 
nationwide survey of 20,000 dealers, 





ERB ILE ats Clonee ap, = 


Mechanical refrigerators .............. 
Elec. washing machines................. 
Hand fired coal furnaces............... 
Electric sewing machines............... 
Automatic hot water heaters............ 
Combination radio-phonographs ........ 
beitle:. GG asceacsvamerer veo. 


to determine, as nearly as possible, the 
future personnel needs of retailers and 
distributors in the radio and allied 
industries. 

Results of the survey, showing the 
types and number of jobs to be filled, 
will be made available to govern- 
mental agencies and veterans’ organi- 
zations concerned with re-employment. 

The decision to go ahead with the 
survey was made following favorable 
reaction to a recent statement by Ben- 
jamin Abrams, president of Emerson 
Radio, in which he urged the radio 
trade “to make every effort to engage 
men of the Signal Corps as they are 
mustered out of service.” 


Chicago Tribune Finds 
$566,269,000 Appliance 
Market in Windy City 


That a volume of $566,269,000 worth 
of appliances in the urban areas served 
by the Chicago Tribune awaits the 
ringing down of war curtains is the 
discovery made by the business survey 
department for that newspaper. 

The area surveved includes most of 
Illinois, upper Indiana, western Michi- 
gan, most of Wisconsin and eastern 
Iowa. There are 2,198,755 urban fam- 
ilies dwelling in these 242 counties. 
Farm families are not covered in the 
survey. 

Information was obtained by calls 
on more than 10,000 families and 2,000 
dealers. The following table tells what 
the families own, how old their appli- 
ances, and what they will buy after the 
war: 

Asked what they were willing to pay 
for appliances, the following prices 
represent an averaging of opinions: 
Washers, $111.76; vacuum cleaners, 
$60.57; refrigerators, $182.85; console 
radios, $111.25; radio-record players, 
$224.73; television sets, $242.07; gas 
stove, $116; electric range, $194. 

Some 76 per cent of dealers inter- 
viewed said they would carry washers 
after the war; 34 per cent will stick to 
one brand, 19 per cent will handle one 
brand exclusively, 5 per cent said they 
had already committed themselves to 
one brand. 


Units Owned Over 10 yr. Will buy 


..++ 2,040,445 25 13.8 
--+» 1,710,631 26.2 12.5 
--.. 1,638,072 26.4 19.8 
-... 1,620,482 16.4 154 
.... 1,437,986 23.2 19.9 
eons ules 14.2 19 
-.-. ~Soaeree 10.9 65 
-o. | See 10.9 65 
-eee 270,447 7.1 09 
wean 186,894 3.4 0.9 
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A PROFIT BUILDER FOR 









































AUTOMATIC 


CLOTHES DRYER 


BOTH GAS AND ELECTRIC MODELS 









































Among 350 Hamilton Automatic Clothes Dryers Sold in His Area, Milwau- 
kee Distributor Reports an Astonishingly Small Number of Service Calls 


If you’re looking for a real postwar profit- 5,000 HAMILTON DRYERS NOW IN USE 


maker—listen to what Mr. W. H. Roth, Here’s one postwar appliance that is no postwar dream. It 
President of Roth Appliance Distributors, has been thoroughly tested and approved in the laboratory 








says about his sales experience with the and in thousands of homes and apartments. Has only three 
Hamilton Automatic Clothes Dryer. moving parts—sound simplicity that means satisfied cus- 
“You are to be congratulated on your tomers, extremely low service expense. 
fine clothes dryer, which I sincerely be- 
W. 0 Rem lieve is destined to become one of Amer- A BRAND NEW MARKET AWAITS YOU 
ica’s foremost household appliances. The Hamilton Dryer Surveys prove that one in every four women wants a Clothes 


is efficient, dependable, and practically free from service.” Dryer, a logical companion appliance to the home washer, 

: No wonder. The Hamilton Automatic 
Clothes Dryer damp-dries an average 
washer load of clothes in a bare 15 to 25 
minutes, or bone dry, slightly longer. And 
it does the job, rain or shine, summer or 
winter—gives complete independence from 


the whims of the weather. 


Distributors and dealers who want 
further information are invited to write us 
today. 
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.» WHERE LOOKING AHEAD 


8 1S THE OLDEST TRADITION 


a 


=f HE first successfully operated 


submarine in the world’s 
history was dreamed, ‘onstructed 
and tested during the Revolution- 
ary War— only a few miles from 
the site of the factory which now 
produces some of the most vital 
communications equipment for our 


Jap-dreaded undersea avengers! 


In part, this is coincidence; but 


in a deeper sense it is natural that 


the equipment which The Ansonia 
Electrical Company produces 
comes from the Naugatuck Valley, 
where /ooking ahead is the oldest 


tradition! 


In the last two years, we at 
Ansonia have met problems— 
connected with providing war 
material in quantity which pre- 


viously were unsolved because 





they did not exist. We look 
forward to providing the same 
abilities in peace. Not merely be- 
cause of specialized mechanical 
equipment, but because meeting 
new needs in our field efficiently 
and economically has been and is 
our real business, we anticipate 
meeting similar and more difficult 
peacetime industrial problems in- 


volving electrical cables. 








THE ANSONIA ELECTRICAL COMPANY 
Specializing in “Ankoseal” a Thermoplastic Insulation ss 


ANSONIA e CONNECTICUT 
ANKOSEAL multi-conductor insu- / ‘ 


lated cables are among the most A Wholly-Owned Subsidiary of 


NOMA ELECTRIC CORPORATION 
GENERAL OFFICES ¢ NEW YORK, N. Y. 


—In peacetime makers uf the famous Noma Lights—the greatest name in decorative 
lighting. Now, manufacturers of fixed mica dielectric capacitors and other radio, radar 
and electronic equipment. 








promising ef Ansonia war-proven 

developments. If you have, or expect 

to have, a use for electrical cables— 
CHECK ANKOSEAL ! 
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DYNAMIC PROMOTION TODAY 
BUILDING SALES FOR TOMORROW - 


Limerson hatho 
clicking NOW! 


The post-war 
»D.Q. 
Ask Your 
QUOTA 












plan that’s 
Emerson Radio PREFERENCE 


P.D.Q. PREFERENCE DELIVERY QUOTA Plan—for Franchised 
Emerson Radio dealers. A complete merchandising set-up that is pull- 
ing customers into dealers’ stores for service and for goods now on hand 
—piling up for them “preference” orders for the new “miracle sets” as 
soon as they come off the line. 


MAIL COUPON, attached to your isesnedland for 


P.D.Q. is being featured in Emerson Radio's national advertising. complete details of Emerson Radio's spectacular P.D.Q. Plan. 

















The merchandising “package” includes powerful window and store [ = oe 
displays —with impressive Preference Registration Book and tie-up Emerson Radio & Phonograph Corporation | 
Consumer Certificates for later follow-up—all at no cost to you. | AUS GD Ave, Mow York 11, IY, | 
Gentlemen: 

P.D.Q. is the most concrete and constructive promotion plan in I have a retail store and am interested in your | 
radio today. Consumer “preferences” are pouring in by the thousands — P.D.Q. plan. Please send details. | 
building a huge waiting market for Emerson Radios. Name of Individual | 
P.D.Q. merits your immediate action. Call your Emerson Radio dis- Neane'of Stare 
tributor now for complete details—or write direct to factory. | street | 

| 


EMERSON RADIO AND PHONOGRAPH CORP., New York Il, W.Y.  L__ Seve oes 


For Outstanding Accomplishment. 





GREAT ENGINEERING IDEAS IN SMALL PACKAGES . ! COMPACT, EFFICIENT, FINE 


— 
——— 
ING 
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...the SMITHway 


Thar'’s the modern and convenient way of doing it. Yes, 
there’s only one SMITHway and nothing else like it. If 
you are interested in selling profitably in a market that is 
demanding newer and higher standards of perfection in 
hot water convenience, sanitation, 
and cleanliness . ..the SMITHway 
Permaglas is your answer. 


What’s more~it’s clean hot 
water—just as clean as the water 
you drink— because SMITHway 
Automatic Electric Water Heaters 
are lined with Permaglas. And 
Permaglas IS actually glass—a smooth, lustrous, sanitary 
blue glass lining, permanently fused to the inside of 
SMITHway tanks. Permaglas has a real inside story that 


you will want to know more about. Write for further 
information. 


A. O. SMITH CORPORATION 


Milwaukee 1, Wisconsin 


Offices at: New York, Pittsburgh, Chicago, Tulsa, Houston, Los Angeles, Seattle 
1, i 2 7s; 7 
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NEW POSITIONS 


OF THE MONTH 





Crosley Corp. 


Appointment of L. C. Truesdell as 
sales manager of the manufacturing 
division of The Crosley Corp. has been 





L. C. TRUESDELL 


announced by J. H. Rasmussen, com- 
mercial manager. Mr. Truesdell will 
continue with his former responsibili- 
ties as assistant commercial manager, 
but, in addition, will now have direct 
charge of all field operations. 

Formerly Mr. Truesdell served suc- 
cessfully as sales promotion manager 
and as refrigeration sales manager for 
the Sterling Radio Corp. in Kansas 
City, Mo., and later operated his own 
retail appliance business through three 
stores in Kansas City. 

He joined Frigidaire in 1933 as sales 
manager in its Kansas City branch. 
Since 1939, until his present connec- 
tion with Crosley, he had been in 
Frigidaire’s Dayton offices as manager 
of the major dealer development de- 
partment. 


B. T. Roe Resigns 


Mr. Truesdell assumes responsibility 
for the Crosley distribution set-up, fol- 
lowing the resignation of B. T. Roe, 
manager of distribution. Mr. Roe has 








ee 


ea, 


Pe ee 


joined the J. N. Ceazen Co., Los 
Angeles, Crosley distributor, as vice 
president and general manager. 


Crosley Corp. 


Appointment of E. A. Bonneville of 
New York as a regional manager for 
The Crosley Corp. has just been an- 
nounced by J. H. Rasmussen, commer- 
cial manager. For the past 14 years 


Mr. Bonneville has been associated 
with the Times Appliance Co., of New 
York City. During that time he had 
occupied various positions in the com- 
pany, and at the thme he left to join 





E. A. BONNEVILLE 7 


Crosley, he had been vice-president in 
charge of the appliance dealer division. 


Life Magazine 


Bernard L. Finn, former advertising 
manager, Easy Washing Machine 
Corp., Syracuse, has joined the pro- 
motion department of LIFE Magazine 
to specialize in household appliance 
merchandising. 

A native of Missouri, Mr. Finn at- 
tended Columbia University and the 
University of Missouri. He became a 
member of Easy Washing Machine's 
advertising department in 1925. 

During his 19 years of association 
with this company, Mr. Finn was 
active in Syracuse civic affairs. After 
Pearl Harbor, he headed a number 
of important wartime community pro- 
jects. He was coordinator of the 
Public Participation Committee of 
Syracuse’s Postwar Planning Council 
and served as chairman of the Tech- 





BERNARD L. FINN 


nical Committee of the Syracuse Manu- 
facturers Association. 


Efengee Electrical Supply Co. 


James F. Ryan has resigned as Chi- 
cago district manager of the Colt 
Patent Firearms Mfg. Co. to accept 
an appointment by The Efengee Elec- 
trical Supply Co. as vice-president ™ 
charge of sales, 
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“BOOK OF THE MONTH” 


Gora Profitable Year 


Shows how you can build 


extra business through G-E 
FACTORY SERVICE PLANS 


Every dealer who’s looking for a way to maintain 
a steady volume of business will want a copy of this 
new G-E booklet. It explains how to build extra profits 
through repair service. 


Now, when your customers can’t get new appliances, 
there’s a profitable market awaiting you in the servic- 
ing of G-E fractional-horsepower motors which be- 
come ingperative—if you’re prepared to handle the 
work quickly, expertly, and economically. 


Designed especially to meet the growing need for 
replacements, this helpful new book will show you 
how you can “cash in” on a vast market .. . how 
you can perform service without actually doing the 
repair work . . . how we will repair or exchange prac- 
tically any G-E fractional-horsepower motor, no matter 
what the type or make of appliance to which it’s 
applied, through our FACTORY SERVICE PLANS. 


MOTORS 
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1. THE EXCHANGE PLAN Covers 
the most commonly used types of G-E 
fractional-horsepower motors. Makes pos- 
sible immediate replacement from G-E 
field stocks, or from your own buffer stock. 
Replacement motors carry the G-E new- 
motor warranty, except for finish. 





2. SPECIAL REPAIR SERVICE 
PLAN Provides for factory repair of 
semi-standard G-E motors not covered by 
THE EXCHANGE PLAN, at established 
prices. Enables you to make quick, ac- 
curate, on-the-spot estimates. Repairec 
motors carry the G-E new-motor warranty, 
except for finish. 


3. REGULAR REPAIR PLAN Fo: 
motors not included in either of the other 
two plans, except extremely old or ob- 
solete models. Inspection is made at the 
factory, and a cost estimate is submitted 
before work is started. These motors also carry the G-E new- 
motor warranty, except for finish. This plan rounds out this G-E 
service and enables you to handle repairs on practically any 
G-E fractional-horsepower motor. 


SEE HOW THESE PLANS HELP YOU 


Investigate these proved, profitable Factory Service Plans. Like 
hundreds of other dealers, you'll find they're a sure way of 
maintaining business now; a means of building and holding 
trade for the postwar period. Ask your distributor for details 


today. Or, simply fill in and mail the coupon below. You'll 
be glad you did it! 























General Electric, Section H700-67A 
Schenectady, N. Y. 


Gentlemen: 
I’d like to “cash in” on your FACTORY SERVICE 
PLANS for G-E fractional-horsepower motors. Please 
send me a copy of your booklet which describes the 
Plans. 

Diam 2c 2 - e- s e 


ccna a I 
Address 














VERHOT 


HE folks who own Everhots 
are happy. but those who are 
going to own the many and 
varied advanced appliances 
in the post-war Everhot line 
will be happier. The same ap- 
plies to dealers, too. 





THE SWARTZBAUGH MFG. COMPANY 


TOLEDO 6, OHIO 


ROASTERS... HEATERS... APPLIANCES 
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A. L. SCAIFE 


General Electric Co. 


Major changes in the General Elec- 
tric Co.’s home appliance and construc- 
tion material sales organization were 
announced recently by H. L. Andrews, 
vice president of the company. 

C. R. Pritchard has been appointed 
to the newly-created position of gen- 
eral sales manager of the G-E appli- 
ance and merchandise department, and 
will be responsible for all sales and 
sales policies of appliances and con- 
struction materials to the vice presi- 
dent. Other appointments placed 
A. M. Sweeney in the position 
of manager of sales of all major appli- 
ances, and C. W. Theleen in the post 
of manager of sales of all traffic appli- 
ances and vacuum cleaners. Both 
will be responsible to Pritchard, as 
will J. H. Crawford, who continues as 
manager of sales of G-E construction 
materials. A. C. Sanger, appliance 
sales manager for the past year, has 
resigned. 

A. L. Scaife has been appointed 
merchandising manager for the entire 
appliance and merchandise department, 
and will also be responsible to Prit- 
chard. L. H. Miller immediately be- 
comes manager of the household re- 
frigerator division, and C. J. Enderle 
manager of the company’s electric sink 
and cabinet division. 

Pritchard, the new general sales 
manager, has spent the greater part of 
his business career with the General 
Electric Supply Corp., and was vice 
president of that organization at the 
time of the new appointment. A _ na- 
tive of Bessemer, Ala., he began his 
association with G-E in 1918 as a 
clerk in Birmingham, and from 1920 
to 1932 was associated with Matthews 
Electrical Supply Co., a G-E distrib- 
utor in that city. For GESCO he has 
been promotion manager in its Atlanta 
office, later appliance sales: manager 
in the same place, and in 1937 was 





L. H. MILLER 





New General Electric Appointees 


C. R. PRITCHARD 





Cc. J. ENDERLE 





A. M. SWEENEY 


transferred to Bridgeport as manager 
of specialty appliance sales. 

The new major appliance sales man- 
ager, Sweeney, has been identified 
throughout the industry with the sale 
of G-E refrigerators, since 1929 and 
became manager of the Household 
Refrigerator Division in 1937. Since 
March, 1942, he has coordinated one 
of the most important G-E war proj- 
ects. In his new position he will 
have sales responsibility for refriger- 
ators, ranges, water heaters, home 
laundry equipment, dishwashers, elec- 
tric sinks, cabinets, and other kitchen 
equipment. 

As sales manager of traffic appli- 
ances and vacuum cleaners, Theleen 
will be responsible for such products as 
heating devices, sunlamps, electric 
clocks, roasters, fans and irons. In 
1939 he was manager of electric sink 
and cabinet sales. 

In his new post, Scaife will direct 
merchandising activities for all con- 
struction material lines as well as for 
home appliances, which were already 
his responsibility. He joined the G-E 
refrigeration division at Cleveland in 
1928, and has been associated with 
promotion and merchandising activi- 
ties for appliances ever since that time. 

Miller, the new manager of the 
household refrigerator division, has 
been refrigerator sales manager since 
1937. A veteran of the last war, he 
was for four years a sales engineer 
with the Westinghouse Electric & 
Manufacturing Co., and following that 
organized and operated numerous elec- 
trical appliance wholesale distributor- 
ships associated with G-E in such key 
cities as Louisville, Cleveland, and 
Harrisburg. Enderle, the new manager 
of the electric sink and cabinet division, 
joined the G-E refrigeration depart- 
ment at Cleveland in 1928 and was 
subsequently assigned to various duties 
with the growing electric dishwasher 
and garbage disposal business. 









Cc. W. THELEEN 
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The Chief knows that even wartime re- 
search won’t change hot water. 


No one talks of improving it. No revolu- 
tionary inventions are ready to replace it. 


Not only is there likely to be nothing 
better, there’ll probably be no substitute 
for Monel to insure a supply of plenty of 
hot water, crystal clear and always hot. 


Your customers are being promised new 
labor-saving appliances. They 
are hearing of better ways 
to meet household cleaning, 
laundering and dishwashing 
problems. 
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_ 
ng) MONEL 


THE INTERNATIONAL NICKEL COMPANY, ING. 


67 Wall Street, New York 5, N. Y. 


They'll need more hot water...and clean 
hot water in a wide range of tempera- 
tures. 


They'll have both...plus economy of 
operation through long years of trouble-free 
service...when you sell them Automatic 
Electric Water Heaters with rustproof, cor- 
rosion resistant Monel Tanks. 


Postwar electric water heaters will be 
even better than those which boosted your 
prewar sales and profits. There will be 
worthwhile improvements ...new selling 
features in design and construction. You'll 
be hearing more about them...soon. 


RRC AIS i OO RR ET RRR SES OD 
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Designers Moy 


disagree about 


“PRODUCT 
DESIGN. 





Westinghouse Appliance Division 


T. J. Newcomb, sales manager oj 
the Electric Appliance Division of the 
Westinghouse Electric & Mfg. Co.. 
recently announced the appointment of 
W. H. Loeber as Eastern District 
manager of the Electric Appliance 
Division. 





»eebut they all know that any RANGE 


MUST HAVE GOOD INSULATION 


Mr. Loeber was former sales de- 
velopment manager for the Eastern 
District, which includes all of Ney 
England and New York state, as well 
as parts of New Jersey and Pennsyl- 
vanta, 








W. H. LOEBER 


The new manager has been with 
Westinghouse since 1925, serving first 
as an advertising clerk, and from 1928 
to 1930 as assistant eastern advertising 
manager. In 1931, he became eastern 
sales development manager and in 
that position served until his present 
appointment. His office will continue 











When the “great day” arrives, and the 
Early Postwar Model Ranges start coming 
on the market, you'll have plenty of excel- 
lent selling features to point out and 
demonstrate on the salesroom floor . . 
including brilliant styling, ingenious 
mechanical features and conveniences, 
‘superb performance and great operating 
economy. 

One thing you'll stress is the impor- 
tance of good insulation. You’ll point out 
the many uses of the oven in modern, 
timesaving and economical cooking, then 
explain how good insulation helps keep 
oven temperatures uniform to assure con- 
sistent baking and cooking results. 

And if your ranges are insulated 
with Fiberglas* — and _ the 
odds are that they will be— 
you ll emphasize the “extra 
this insulation. 
How, being inorganic—made 


values” in 


of fine fibers of glass—it is 
unaffected by moisture, and 
can’t absorb and hold cook- 


m= FIBERGLAS 








ing odors should they possibly get into 
the insulation. 

You'll also want to point out that the 
Fiberglas used in insulating ranges is 
fluffy, resilient—doesn’t settle or pack 
down. Instead, it tends to expand, assur- 
ing complete insulation of the oven 
throughout the life of the range. 

Being chemically stable, Fiberglas will 
not corrode—nor is it corrosive to 
aluminum or steel in the presence of 
moisture. Here, indeed, is a “lifetime” in- 
sulation. And it provides no sustenance 
for vermin, another important feature. 

In fact, if time permits, you may want 
to tell your customers of the many un- 
usual jobs performed by Fiberglas during 
the current war years. For the 
complete story, write for free 
booklet “Fiberglas, a New 
Basic Material”. Owens-Corn- 
ing Fiberglas Corp., 1853 
Vicholas Building, Toledo 1, 
Ohio. In Canada, Fiberglas 
Canada Ltd., Oshawa, Ont. 


*T.M. Reg. U.S, Pat. Off. 
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to be at 40 Wall St., New York City. 


Westinghouse Lamp Division 


Theodore C. Monk, who joined the 
Westinghouse Lamp Diyision as a 
clerk in 1920, has been appointed 
assistant to manager. 

Mr. Monk’s new responsibilities in- 
clude the analysis of departmental 
operating reports and the performance 
of special assignments, Ralph C. 
Stuart, manager of the lamp division, 
said in announcing the appointment 


Kinley to Detroit 


Harry A. Kinley, affiliated with the 
Westinghouse Lamp Division for 34 
years, has been appointed manager of 
its district office at Detroit, Mich. 
W. J. Massey, general lamp sales 
manager, announced recently. 

Mr. Kinley’s territory embraces 
most of Michigan and northwestern 
Ohio, including Toledo and Lima. 
Since 1940 he has been territorial 
representative for the Detroit district. 
which has offices and a warehouse at 
5757 Trumbull Avenue, Detroit. 


Wilson Joins Staff 


Willett R. Wilson, regional lighting 
control officer for the Office of Civilian 
Defense since August, 1942, has joined 
the Westinghouse Lamp Division's 
commercial engineering department, 
Ralph R. Brady, manager of the de- 
partment, announced recently. In his 
new position, he will be responsible for 
the commercial development and pro- 
motion of Westinghouse photographic 
lamps, including photoflash, photoflood 
and photographic enlarger lamps. 

From 1931 until he joined the O.C.D.. 
Mr. Wilson was associated with the 
Consolidated Edison Co. of New York 





TH ERMAL City, first as a member of its engineer 
ing department and later as chief of 11s 

INSULATION lighting division. 
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Good news! Material has been released for the production of limited 
quantities of the following Emerson-Electric Fans, for essential civilian 
h : and military needs. Sales are subject to W. P. B. regulations. 
or 
oo _ 12 and 16-inch Oscillating Fans... 24 and 30-inch Air 
pee Circulators... 18, 24, and 30-inch Direct-drive Exhaust 
Fans ... 36, 42, and 48-inch Belt-drive Exhaust Fans. 
praces (all for 115 volts, 60 cycles) 
estern 
Lima. Emerson-Electric has planned for complete reconversion of production 
itorial to civilian requirements, and this program will be released as soon as 
~— Government restrictions on manufacture and sales are lifted. 
use a 
. To be certain of receiving complete information, when available, ask 
Emerson-Electric power-oper- to be put on our mailing list. 
ated gun turrets and electric 
motors for aircraft are con- 
chien | steetian Gh Giek Wiateey on THE EMERSON ELECTRIC MANUFACTURING COMPANY 
ivilian | all battle fronts of the world. ST. LOUIS 3, MISSOURI 
joined Branches: New York * Chicago « Detroit « Los Angeles « Davenport 
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Telechron 
is the 
heart of 


timing and 





contro] 








TELECHRON AUTOMATIC CONTROL 


WILL SELL POST-WAR APPLIANCES 


e 


* Buyers will be looking for automatic timing and 
control when home electrical appliances can again 
be made after the war. 





They'll want radios with auto- Kitchen ranges that'll cook a 


matic time control and station roast or an entire dinner while 


selection .. . the housewife is away . . . 


E}—— 


—— 

















Washing machines to do the 
laundry, unattended, timing 
each step .. . 


Refrigerators that will auto- 
matically defrost themselves at 
regular intervals. 





® Self-starting, synchronous Telechron electric motors are 
adaptable to these and other uses in home appliances. 


® As the oldest and largest makers of self-starting, synchronous 
motors, we have made more than 1400 variations of 18 basic 
motor designs. And we have 70 authorized service stations 
from coast to coast. 


© If you are designing appliances for post-war production, 
let us help you build in Telechron automatic control. Just write 
Motor Advisory Service, Dept. F. 


Telechron 


REG. U.S. PAT. OFF 


WARREN TELECHRON COMPANY «+ ASHLAND, MASSACHUSETTS 


Makers of Telechron electric clocks and Telechron synchronous motors 
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Edison General Electric 
Appliance Co. Inc. : 


Ward R. Schafer has been appointed 
general sales manager, Edison General 
Electric Appliance Co., according to 
R. W. Turnbull, president. Now re- 
gional sales manager of the company’s 
Western region at San Francisco, Mr. 
Schafer has been a sales and engineer- 
ing executive in Hotpoint’s organiza- 
tion for almost twenty years. 

He joined the company in 1924 as 
an engineer in commercial cooking 





WARD R. SCHAFER 


sales. Later he was manager of pro- 
duct service for several years, and at 
the time war production halted sales, he 
was manager of the range sales di- 
vision. Mr. Schafer was given a 
leave of absence in 1942 to join George 
A. Fuller company as superintendent 
of construction on a _ $30,000,000.00 
butadiene plant at Houston, Texas. 
He rejoined Hotpoint last April. 

Mr. Schafer was graduated in elec- 
trical engineering from Michigan state 
college in 1923. 


Maj. Floyd Slasor Appointed 


Major Floyd Slasor, who served 
overseas in two world wars, and spent 
the time between in various sales exec- 
utive capacities for Hotpoint and Gen- 
eral Electric appliance divisions, has 





MAJ. FLOYD SLASOR 


been appointed to head the newly- 
formed Hotpoint department store 
sales division. 


Globe American Corp. 


Alden P. Chester was elected presi- 
dent of Globe American Corp. at a re- 
cent directors meeting and A. G. Sher- 
man was elected vice-president. 

Mr. Chester has been actively associ- 
ated with the stove industry since 1925 
when he was sales representative for 
Chambers ranges, and later, general 
sales manager for that company. He 


OCTOBER, 


became vice-president of the Globe 
American Corp. in 1930, was appointed 
general manager of the Kokomo Di- 
vision in 1935. 

It was during this period that the 
Globe American Corp. was gradually 
converted from a coal stove factory to 
a modernized steel fabricating plant 
engaged in manufacturing gas and 
electric ranges. 

He has served as president of the 
Institute of Cooking and Heating Ap- 
pliance Manufacturers from 1938 to 
1940, and is now chairman of the Gas 





ALDEN P. CHESTER 


Range Manufacturers Division of the 
Institute. 

A. G. Sherman has been with the 
Globe American Corp. since 1940 sery- 
ing as plant manager at Kokomo. He 
is well known in the stove industry, 
having been president of the Detroit 
Vapor Stove Co. which was later ac- 
quired by the Norge Division of Borg 
Warner. 

W. D. Harvey, manager of the Ma- 
comb plant of the company was elected 
chairman of the board. 


Westinghouse Electric Supply Co. 


The appointment of Ralph T. Per- 
kins to the position of home appliance 
manager of the Central District of the 
Westinghouse Ele¢tric Supply Co. was 
announced recently by D. M. Salsbury, 





RALPH T. PERKINS 


general manager of the company. Mr. 
Perkins will be in charge of the Ohio- 
Michigan area, with headquarters m 
Detroit. 


Formerly With Nash-Kelvinator 


For the past two years Mr. Perkins 
has been eastern district manager of the 
Empire Tool Co. New York. He 
has also been associated with the Nash- 
Kelvinator Corp., as Detroit branch 
manager for the thirteen years pre 
ceeding 1942, and has had radio mark- 
eting experience with the Philco Corp. 


1944—ELECTRICAL MERCHANDISING 

















€ 
jis 
ne 
to 


nt 


nd 








the 


the 
erv- 

He 
stry, 
troit 
r ac- 
Borg 


Ma- 
ected 


y. Mr. 
2 Ohio- 
ters if 


ator 
Perkins 








and eliminates the need for covered dishes 


DEALERS: 


Write today for the Coolerator Protected 
Profit Program 


For ten years, Coolerator has meant refrigeration profits to dealers who 
sold almost 1,000,000 of the famous Coolerator Ice Refrigerator. Here’s 
a chance for even bigger profits with the new COOLERATOR ELECTRIC! 
This amazing new refrigerator has the five advancements women have 
asked for—including extra space for bottles, roomy frozen storage space, 
hermetically-sealed refrigerating unit. Its streamlined design, top-flight 
engineering, and construction are the finest! Plus this Coolerator presents 
an aggressive merchandising and advertising program. 

Since Coolerator has been engaged in active wartime refrigerator 
production, you can depend on early postwar deliveries! Write today for 
COOLERATOR PROTECTED PROFIT PROGRAM! 


We COOLERATOR 
HOME FREEZER 

The mechanically operated Coolerator Home 

Freezer is just what housewives everywhere 


have hoped for! It freezes and stores fresh 
fruits, vegetables and meats indefinitely and 


write for the COOLERATOR PROTEC. 
: write for the - 
@ WwW COOLERATOR TED PROFIT PROGRAM, ask for more 
ICE REFRIGERATOR information about the Coolerator Home 
Freezer. 
Dealers put the Coolerator Ice Refrigerator e 
malmost a million homes! It has na 
continuous source of profits to dealers during 
Wartime period. Its 4-way circulation keeps BUY WAR BONDS TODAY! 


foods fresh longer, protects vitamins 
. * 
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THE COOLERATOR COMPANY, DULUTH 1, MINN. 
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6 Points of Superiority with the 
‘‘Troner with the 30-inch Roll” 


1. Conlon’s cool running full 1/6th h.p. motor, with its 
extra power for extra pressure, is rubber mounted for 
silent running. 

2. The hinged lap tray keeps moist clothes off operator’s 
lap and folds away when not in use. 

3. Conlon Ironers have spacious, roomy end shelves for 
extra space for stacking folded, ironed articles without 
operator rising or leaving ironer—saves time and energy. 
4. Keep the Conlon in the kitchen, for the Conlon Cabinet 
when open serves as a guard for the heated Shoe and as a 
Shelf for ironed clothes. When closed it is a porcelain 
enameled table top—acid proof—a handsome addition to 
any kitchen, useful seven days a week. 

5. Conlon has a finger-tip and knee control, easily adjust- 
able without wrenches or set screws—to suit the operator. 
6. With the Conlon it is not necessary to turn the button- 
side of garments in to the roll—the scratch-proof shoe per- 
mits ironing “face up.” 


Remember no Conlon Ironer has ever worn out! 


“The Ironer with 
the 30-inch Roll’ 








CONLON CORPORATION 


1824 S. 52nd Ave. Chicago 50, Ill. 
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Edwin L. Wiegand Co. 


Frank Wilhelms has joined the Ed- 
win L. Wiegand Co., Pittsburgh, as 
assistant to the president. Mr. Wil- 
helms was formerly advertising promo- 
tion manager for The Pittsburgh Post- 
Gazette. Previously he had conducted 
his own advertising agency. His head- 





FRANK WILHELMS 


quarters will be at the Pittsburgh plant 
and he will devote his attention to the 
promotion of Chromalox electric range 
units and electric heating units for in- 
dustry. 


Philco Corp. 


Appointment of William B. Yoder 
to become controller of Philco Corp. 
was announced recently by John Bal- 
lantyne, president. 

Mr. Yoder was associated with 
Mathieson, Aitken & Co. of Phila- 
delphia, certified public accountants, 
from 1929 to 1942. 


Adel Precision Products 


Clay H. Hollister, Jr., has been ap- 
pointed director of public relations of 
Adel Precision Products Corp., accord- 
ing, to announcement by Ray Ellinwood, 
president of the Burbank, California 
and Huntington, West Virginia manu- 
facturing concern. 





C. H. HOLLISTER, JR. 


For the past five years Mr. Hollister 
has been associated with Libbey- 
Owens-Ford Glass Co. as director of 
distribution research. Part of his func- 
tion as public relations counsel will be 
in connection with Adel’s distribution 
set-up for its post-war line of cameras 
and electrical appliances. 


Detroit Lubricator Co. 


The appointment of F. G. Coggin as 
manager of the Oil Burner Controls 
Division of the Detroit Lubricator Co. 
has been announced by E. J. Doucet, 
general sales manager. 
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Electromaster, Inc. 


The appointment of E. Wayne Con- 
verse as advertising manager of Elec- 
tromaster, Inc., Detroit, manufacturer 
of domestic and heavy duty electrical 
ranges and water heaters, is announced 
by Gerald Hulett, vice-president in 
charge of sales. 





E. W. CONVERSE 


Mr. Converse brings to Electromas- 
ter many years of experience in the 
publishing and advertising business, 
Previously associated with daily news- 
papers, he conducted his own advertis- 
ing and publishing business for a num- 
ber of years before the war. More re- 
cently he has been in war work with 
Fisher Body Division of General 
Motors. 


Acme Aluminum Foundry Co. 


Appointment of O. L. Earl as vice- 
president and member of the board of 
directors of Acme Aluminum Foundry 
Co., Chicago, is announced by H. L. 
Ferguson, president. Mr, Earl will di- 
rect sales and sales development of 
new products for the company, pro- 
ducers of aluminum, bronze and mag- 
nesium castings. 

For the past 18 years, Mr. Earl 
has been associated with Mullins Mfg. 
Corp., Salem, Ohio, as production and 
sales executive, serving as general sales 
manager for the past seven years. 





O. L. EARL 


Previously, Mr. Earl was associated 
with the Chrysler Corp., Gotfredson 
Corp. and C. R. Wilson Body Co. of 
Detroit. 


Admiral Corp. 


Lee H. D. Baker, vice-president in 
charge of the appliance division, of Ad- 
miral Corp., Chicago, has announced 
the appointment of Evans T. Morton as 
design engineer of the Refrigeration 
Division. Before joining Admiral, 
Morton was in charge of laboratory 
development on major appliances for 
Stewart-Warner Corp. 
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VINNERD! 


STROMBERG-CARLSON’S WARTIME ADVERTISING — 
AND STROMBERG-CARLSON’S POSTWAR RADIOS! 





What wartime radio advertising can show such a record of dealer approval—and of 
public readership—as the current Stromberg-Carlson pages in the national magazines? 
None—the Daniel Starch advertising check-ups have proved that, plenty! 

And the postwar Stromberg-Carlson FM and AM radios, radio-phonographs, 
and television sets will be equally far out in front. Tailor-made to the postwar market 
—as established by our recent 5,000-radio home market survey—they will give the 
public exactly what it’s looking for. 

This 5,000-radio home survey brings home clear as a bell the buyers’ tre- 
mendous insistence on top quality in radio equipment. They expect and will 
seek out the very best...and back up their insistence with plenty of cold cash. 

The distribution of your radio sales promises some important changes, too. 
Changes in the ratios between radios and radio phonographs, between consoles and 
table models. Changes and improvements which people want, and which will be 
reflected in all postwar Stromberg-Carlson equipment... a pretty pleasant prospect 
for every Stromberg-Carlson deaier! 


Stromberg-Carlson, Rochester 3, New York 
Radios, Television, Telephones, and Sound Equipment 


HERE'S THE 
SET-UP IN 21 SECONDS READING TIME! 


POSTWAR 





We will have—soon after Victory—a fine line of Strom- We will have a policy of distribution planned And the Stromberg-Carlson name 
berg-Carlson FM and AM radios, phonograph combina- to give every Authorized Dealer a good profit will be even more widely and more 
tions, and television receivers in a wide range of prices. opportunity on the Stromberg-Carlson line. favorably known than ever before. 


ELECTRICAL MERCHANDISING—OCTOBER, 1944 PAGE 109 




















BUY ANOTHER WAR BOND TODAY! 


























Recent Bendix Appointees 





W. A. BECKER 


Bendix Home Appliances, Inc. 


Paul Hichborn has been appointed 
retail merchandising manager of Ben- 
dix Home Appliances, Inc., South 
Bend, Indiana, it was announced re- 
cently by Judson S. Sayre, president. 
Mr. Hichborn has resigned his posi- 
tion as merchandise manager of Good- 
erham and Worts, Hiram Walker sub- 
sidiary. 

He has spent over fifteen years in 
the electrical appliance industry, ten of 
them as retail sales manager of Rex 
Cole, Inc., New York General Electric 





PAUL HICHBORN 


appliance distributor with responsi- 
bility for the sales of refrigerators, 
ranges, washers and electric kitchens. 
Later he was sales manager for Elec- 
trical Housekeeping, Inc., Cleveland, 
Ohio, General Electric appliance dis- 
tributor. For several years later he 
was retail merchandising manager of 
the Air Conditioning and Heating De- 
partment of General Electric at Bloom- 
field, New Jersey. 


Divisional Sales Managers 


Mr. Sayre also announced the ap- 
pointment of W. A. Becker, C. J. 
Laufersweiler and C. D. Mitchell as 
divisional sales managers. Mr. Becker 
will be mid-west sales manager, Mr. 
Laufersweiler west coast sales manager 
and Mr. Mitchell southeast sales man- 
ager. All three were district managers 
on the automatic home laundry previ- 
ously. W. A. Becker rejoined the 
company following his resignation 
from WPB. 


Other Appointments 


Anders Anderson has been appointed 
district manager for Bendix Home Ap- 
pliances, Inc., of South Bend, Ind. He 
will make his headquarters in Syra- 
cuse, N. Y. Anderson was a district 
manager and special representative for 


FRANK HUNTER 
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6 A. ANDERSON 


Easy Washing Machine Corp., for over 
20 years. 

Frank J. Hunter has also joined 
Bendix Home Appliances, Inc. He will 
be in charge of eastern department 
store operations. Hunter was with 
Hoover for 22 years, 104 years of 
which were spent as eastern sales man- 
ager. At one time he was in direct 
charge of 3,000 retail men, operating 
out of 100 district offices. 

Lynn Eaton, deputy regional director 
of the Smaller War Plants Corporation 
here and before that with the local 
office of the War Production Board, 





LYNN EATON 


has resigned to become New York di- 
visional sales manager of Bendix Home 
Appliances, Inc. His duties will be to 
work with distributors on sales promo- 
tion plans and to assist in franchising 
dealers. 


Electric Vacuum Cleaner Co. 
(Premier Division) 


Announcement of the appointment of 
Ellwood R. Berkeley as sales promo- 
tion manager of the Premier Division 
of the Electric Vacuum Cleaner Co. 
Inc., has been made by R. B. Wilson, 
executive vice-president. 

Mr. Berkeley will assume his new 
position at the home office in Cleveland 
about October 1, 1944. He has recently 
obtained his release from O.P.A. with 
which organization he has been associ 
ated for the last two years in the Con- 
sumer Durable Goods Division m 
Washington, D. C. Just prior to his 
wartime government service he was 
New York sales division manager for 
Premier. Before that he was with 
Hecht’s in Washington, Premier assist- 
ant division sales manager in Philadel- 
phia, and Premier division sales mai- 
ager in Chicago. 
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The new management’s policy is to offer a quality 
and serviceable electric food mixer with modern design 
and styling. It will be the constant aim of our staff of 
skilled designers and craftsmen to create even finer mixers 
in the future. 


When appliances are again available, you will want to 
add this attractive, efficient kitchen timesaver to your 


line. 


N 
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LOOKING TO THE DAY when the manu- 
facture and sale of civilian merchandise 
will be resumed, a number of publica- 
tions and fact-finding organizations have 
undertaken to find out what the public 
intends to buy. That’s important infor- 
mation for you...information on which 
you can base your plans for the future. 


One such survey was recently made and 
published by a leading national maga- 
zine. It showed that: 


65% of its readers intend to buy 
a new radio or phonograph after 
the war... 


More than twice as many intend to 
buy a Philco as any other brand... 


There will be as many Philco 
buyers as the next three makes 
combined... 

Yes, overwhelmingly... America’s 
post-war radio will be a Philco! 


These are potent facts for every radio 
dealer today. Big opportunities lie ahead 
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in the radio field. And the biggest profits 
await those who prepare themselves to 
sell what the public wants to buy. 


Of course, this survey reveals other inter- 
esting facts about Philco leadership. By 
far the greatest number of radios in homes 
today, consoles as well as table models, 
are Philco. And among Philco owners, 
as compared with owners of other makes, 
by far the largest percentage intend to buy 
another Philco after the war. That means 
loyal, satisfied users... the strongest kind 
of leadership in public demand. And in 
this connection, remember . . . America 
has bought over 17 million Philco radios! 


One final fact. Philco understands the 
meaning and the obligation revealed in 
these surveys. Philco engineering before 
the war earned that leadership. Philco 
engineering... yes, and Philco merchan- 
dising, advertising and promotion... will 
be prepared to continue that leadership 
when Victory is won! 

























How You Can Assure Your 


Post-War Business /oday 


Heavy duty model 
with separate fan, 

for large commercial 
and industrial plants up to 300 BHP. 










Open hopper unitype, built- 
in blower; heavy construc- 
tion for commercial, indus- 
trial plants. 









Closed hopper commercial 
and industrial model— 
Power-Flex burning head 
same as on larger stokers. 









Closed hopper model for 
smaller commercial, indus- 
trial plants. 
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Challenger model, for apart- 
ment buildings. 
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MAIL THIS COUPON TODAY.. 


With Link-Belt’s Profitable 
Stoker Sales Franchise for 
Distributors... Dealers 








You Can Sell These L-B Stokers Right NOW! 


For immediate sales: industrial and commer- 
cial stokers ... models up to 1200 pounds per 
hour coal feeding capacity . . . right now, to all 
users of 25 tons or more of coal per year. 


Assure future business on domestic stokers, 
available as soon as sales are permitted. Estab- 
lish yourself now as Link-Belt representative; 
make contacts with prospective users; sell prof- 
itable stoker service. 


Get details now. If you are in the stoker busi- 
ness, you will recognize the advantages of han- 
dling Link-Belt stokers. If you have not been 
selling stokers, you will find that you can sell 
and service Link-Belt stokers easily, with Link- 
Belt’s help. 


Limited area franchises now open in some 
territories. Yours may be open. Link-Belt sells 
only through distributors and dealers. Your 
territory is protected... you have an oppor- 
tunity to build a permanent, profitable busi- 
ness, now. Wire or phone for full details. Mail 
coupon today for free folder showing Link-Belt 
stokers, construction features. 











GET THIS DATA FOLDER NO. 2031 


Link-Belt Stokers illustrated and 
described. Mail Coupon Today 


For Excellence in War Production ee | 
.MAIL THIS COUPON 


LINK-BELT COMPANY, 2410 W. 18th St., Chicago 8, Ill. 
Please send me, without obligation, stoker full line Data 
Folder No. 2031, and details of your stoker sales fran- sess» 
GO FF vccccccccsecccvicn Distributor 
vesccnsecceseceese Dealer 
Let me know whether my territory is open. 


OCTOBER, 





Philco Corp. 


Leslie J. Woods, who joined Philco 
in 1925, has been named manager of 
the Industrial Radio Division of 
Philco Corp., with headquarters in 
Detroit, where Philco will continue to 
maintain special facilities to serve the 
automobile and aircraft industries, ac- 
cording to John Ballantyne, president, 





LESLIE J. WOODS 


Mr. Martin F. Shea, who has been 
connected with Philco since 1930, has 
been appointed assistant manager of 
the Industrial Radio Division, Mr. Bal- 
lantyne said. 

The Industrial Radio Division will 
handle the development and sale of 
Philco automobile radios to the motor 
car industry and also sales of aircraft 
radio and radar equipment and other 
industrial electronic devices developed 
and manufactured by the Corporation. 


Al Pfaltz Leaves NEMA 


Albert Pfaltz has been appointed 
director of public relations of the So- 
ciety of the Plastics Industry, Inc., 
according to an announcement by 
George K. Scribner, president of SPI. 
For the past eight years a member of 





ALBERT PFALTZ 


the senior staff of the National Elec- 
trical Manufacturers Association, Mr. 
Pfaltz was active in NEMA publicity, 
business development programs and 
postwar planning, and was editor of 
the Adequate Wiring Reporter, news- 
paper of the National Adequate Wiring 
Program. 


Arvin Salmonson Co. 


David F. Goldman, former general 
manager of the North American Corp. 
metropolitan New York distributors, 
and general sales manager of Trilling 
and Montague, Philadelphia distrib- 
utors, has been appointed general man- 
ager of Arvin Salmonson Co. of New 
York and New England, distributors 
of Arvin radio and appliances mamnu- 
factured by Noblitts Sparks Indus- 
tries, according to Sam Sal!lmonsot, 
president. 
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FM AM TELEVISION 


Getting off to start in the post-war 
~ «. may largely depend on trust- 
worthy delivery schedules from your source 
of supply. Fé 

As the industry well knows—when wat- 
time limitations came, every Hamilton 
customer received fair andéequitable 
protection. Since ther; every single one 
of Ham war-assignments has been 
carried out on time, or ahead of time. 

This fixed policy—extended to post-war— 
will enable a restricted number of Hamilton 
outlets to plan soundly, act swiftly—make 
a BIG SPLASH in their communities. 








ooo by 
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Use Touhivow’? 4 
Oven Heat Controls 


Today pilots of the swift and deadly P-51 Mustangs 
use a new kind of heat control —engineered, designed 
and manufactured by Robertshaw. Called an Actuator, 
this precision instrument controls engine operating 
temperature automatically. Robertshaw Actuators 
have nearly 500 parts, many built to tolerances rang- 
ing from .0001 to .0004 inches. 

Tomorrow the skill and experience gained in the 
development of these Actuators will mean still better 
Robertshaw Oven Heat Controls. So tomorrow, more 
than ever, a Robertshaw Oven Heat Control will be 
a fuel and food saving plus which homemakers will 
be looking for on the ranges they buy. 


Women's Interest 
Radio Programs Are 
Telling Homemakers 
About Robertshaw 
Oven Heot Controls. 








ROBERTSHAW THERMOSTAT COMPANY 
YOUNGWOOD, PENNSYLVANIA 
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* CROWLEY-MILNER SIGNS ‘EM UP—Consumers learn about Universal's “U" Plan 
for "V" Day from a specially trained employee at the Crowley-Milner Co., Detroit, 
Nearly 1,000 consumer prospect orders are now in, according to R. M. Fogel, depart. 
ment manager, who is adopting the plan for store-wide use on all goods discontinued 


for the duration. 



















DISTRIBUTORS 
APPOINTED 





Admiral Corp. 


R. D. Siragusa, president of Admiral 
Corp., Chicago, has announced the ap- 
pointment of the following distributors : 


Tracey & Co., 92 Broadway, Providence, 
R. I. 

McClain Distributing Co., Charlotte, 
N.C. 

Monroe Hardware Co., Monroe, La. 

Peaslee-Gaulbert Corp., Atlanta, Ga. and 
Jacksonville, Fla. 

Kaemper-Barrett Co., San Francisco 


Appliance Mfg. Co. 


F. W. McGrath, sales manager of 
the Appliance Mfg. Co., Alliance, O., 
manufacturers of Dutchess washing 
machines, announces the appointment 
of the following distributors : 


R. W. Nixon, Phoenix, Ariz. 
555, Inc., Little Rock, Ark. 
Cardinal Disributors, Inc., St. Louis, Mo. 


Crosley Corp. 


B. T. Roe, manager of distribution 
for The Crosley Corp., Cincinnati, an- 
nounces the appointment of the follow- 
ing distributors : 


Woodward, Wight & Co., Ltd., 451 How- 
ard Ave., New Orleans, La. 

Miami Valley Distributing Co., Dayton, 
Ohio 


Electric Household Utilities Corp. 
(Hurley Machine Division) 


The Hurley Machine Division of 
Electric Household Utilities Corp. an- 
nounces the appointment of the follow- 
ing distributors for Thor washers and 
ironers : 


Merchants Distributing Co., Syracuse, 
N. Y. 

General Hotel Supply Co., San Antonio, 
Texas 

Jefferson Drug Co., Beaumont, Texas 
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Electromaster, Inc. 


Gerald Hulett, vice-president of 
lectromaster, Inc., announces the ap- 
pointment of the following new dis- 
tributors : 





Air Engineering, Inc., Birmingham, Ala. 

Walker Electric Supply Co., Worcester, 
Mass. 

State Distributing Co., Inc., Grand Rap- 
ids, Mich. 


Luckenbach-Johnson, Allentown, Pa. 





Emerson Radio & Phonograph 
Corp. 





Charles Robbins, vice-president in 
charge of sales of Emerson Radio & _—— 
Phonograph Corp., New York City 3°” 
announces the appointment of the fol- 


lowing distributors : trie Su 

names 
Neidhoefer & Co., Milwaukee, Wis. amazir 
Auto Equipment Co., Denver, Colo. sure-fi 


Dixie Radio Supply Co., Columbia, S. C. 
James Supply Co., Chattanooga, Tenn. Walte: 
designe 
—. just as 
Evans Products Co. (Evanair Div ake 
A. W. Shields, general sales mana ff their h 
ger of the Evans Products Co., has an- 
nounced the appointment of the follow- a 
ing distributor for the complete oil § Prineip 
fired line of Evanair heating equip & that we 


Evans « 


ment : ment f 
Westinghouse Electric Supply Co. (n- Pon e 
tionally) oreed, 
made | 

















Horton Mfg. Co. 


Horton Mfg. Co., Fort Wayne, Ind. 
announces the appointment of the fol- 
lowing distributor : 


Butler Bros., Dallas, Texas 


Stromberg-Carlson Co. 


Clifford J. Hunt, sales manager ® 
the Radio Division of Stromberg+a 4 
son Co., has announced the appoiit 
ment of the following distributors: 7% 


Radio Distributing Co. of Detroit (Gratt 
Rapids, Mich. division) a 

H. D. Taylor Co., Buffalo, N. Y. A 

Motor Supply Co., Phoenix, Ariz. 

Spokane Paper & Stationery Co., 
kane, Wash. 

Roden Electrical Supply Co., Kno 
Tenn. 
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Plus Profits with 
a Punch 
Climb right up on 
the bandwagon. 
and lead the pa- 
rade, by joining up 
with Evanair and 
Westinghouse Elec- 
trie Supply Company today! These two famous 
names have combined to bring you the most 
amazing oil-fired heating line yet designed for 

sure-fire postwar sales and plus profits. 


_-o- 
—_ 


Walter Dorwin Teague, famed industrial 
designer, has created style that will make you 
just as anxious to put Evanair on display as 
your customers will be to put Evanair in 
their homes. 


Evans engineers have incorporated all the new 
principles of combustion in the Evanair units 
that were developed in building heating equip- 
ment for the Armed Forces. These are the 
ame engineers who years ago originated fan- 
freed, circulating floor-level heating which 
made Evans space heaters the big-profit-line. 


A WARM PROMISE 


7\4 
— 


em 


b isp ; 
Ga te SS 


Aqua-Air Space Heater 


T0 


THE BIG NAME [IN HEATING 


SPACE HEATERS « FURNACES * WATER HEATERS 


Evans Ready for New Triumphs 
with Westinghouse 
The oil-fired Evanair line will be distributed 
by Westinghouse Electric Supply Company 
exclusively—another proof of Evanair quality 
and its wonderful sales possibilities. The 
nationwide scope of the Westinghouse distrib- 
uting organization is also to your advantage. 
An office in every principal city in the country 
is ready to give you quick, helpful service. 
Aggressive merchandising and advertising pro- 
grams will provide plenty of fine sales help. 


EVANS DETROIT 
PLANT WINS 


EVANAIR DIVISION 


: 
a 
EVANS PRODUCTS 
COMPANY 


DETROIT 27, MICHIGAN 


FOR 


— mn =) 


=e 


Space Heater Furnace 


Evanair Styled and Priced for Postwar Profits 


Be ready for the gigantic heating market that 
will be waiting when the war is over. New 
home builders and people who will make 
replacements are going to want the best, the 
smartest looking, heating equipment made. 
They'll want Evanair because it will look at 
home in any kind of a home setting. They'll 
buy Evanair because of superior mechanical 
features. Priced to meet competition and 
backed by Evans and the Westinghouse Electric 
Supply Company, Evanair offers an unequaled 
profit-making opportunity. For franchise de- 
tails contact your Westinghouse distributor, 
or write today to Evans Products Company, 
15310 Fullerton Ave., Detroit 27, Michigan. 


* * * 


oS 


Vision to Anticipate the Needs 
of Tomorrow Creates New 
Industries Today 


—_——— 


PRESIDENT 


Evans War Products: Machine Gun Mounts ¢ ‘Tank and Automotive 

Heating and Ventilating Equipment e Evanair Water Heaters « Aircraft 

Engine Mounts e Airplane Landing Gear Beams ¢ Battery Separators 

e Prefabricated Houses ¢ Molded Plywood Products « Skyloader e Utility 

Loader « Auto-Loader ¢ Auto-Railer « Auto-Stop ¢ Stampings ¢ 
Evanair Domestic Heating Equipment 


TOMORROW 


EE, 


Floor Furnace Water Heater 


EVANAIR DISTRIBUTED BY 
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WESTINGHOUSE ELECTRIC SUPPLY COMPANY 











NANA 


Man Hours of 


~RISBARCH 


a Pearl Harbor, International Detrola research 
engineers have logged this amazing total in their successful 
efforts to develop and improve Mine Detectors, Aircraft Radio Trans- 
mitters, and Receivers, and many other important military electronic 
devices. The company’s other engineering groups also have made 
great contribution to the quality and volume of electronic weapons 
streaming from its efficient Detroit assembly lines to the many battle- 
fronts of Victory. The same engineering inventiveness and trained imagination 
will be an inseparable quality of Detrola-built Radio Receivers, Television 


Receivers, Automatic Record Changers, and other electronic instruments. 


shat a DETROLA RADIO 


WAR BONDS 
rH 
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DISTRIBUTOR NEWS 














James P. McMir1xan, general map. 
ager of the Southern Radio Corp, 
Charlotte, N. C., has been elected presj. 
dent and treasurer of the company, 
succeeding N. V. Porter, who died 
recently. Fred M. Laxton is vice. 
president and J. M. Oldham, secretary, 


Van Zanot Suppty Co., Hunting. 
ton, W. Va., announces a new postwar 
policy of representing various many. 
facturers rather than a single lin 
(Westinghouse). Announced for post. 
war were the following lines: Serve 
and Coolerator refrigerators; Bendix, 
Ironrite and Horton laundry equip. 





R. K. VAN ZANDT 


ment; RCA radio; Premier vacuum 
cleaners; Coleman floor furnaces ; Sun- 
beam, Toastmaster and R & M small 
appliances; American Central kitchén 
cabinets and sinks; and a line of gas 
ranges and coal heaters. R. K. Van 
Zandt is president of the company, 


OpeNING oF NEw P8ILCO service 
facilities by Philco, S. A., distributors 
in Mexico City, has been announced 
by Dempster McIntosh, president of 
Philco International Corp. Ralph E 
Chaplin is president of Philco, S. A. 


Coast Rapio Suppty Co. is now 
located in new quarters at 826 Va 
Ness Ave., San Francisco, Cal., ae 
cording to H. E. Lapkin. The com 
pany distributes Emerson radio, Speed 
Queen washers and ironers and a large 
list of other products. 


Mopern AppPLiANCE Co., San Mateo, 
Cal. announce the opening of a whole 
sales division of their business witha 
permanent display in the Wester 
Furniture Market in San Francisco, 
specializing in commercial refrigera- 
tion. 


James H. Srmon, president, Simon 
Distributing Corp., Baltimore and 
Washington distributors for Hotpoint 
and Motorola announces the appoint 
ment of Raymond Lubar to an im 
portant sales position. 


Tue Yancy Co. Arranta, Gi 
have their post-war plans in 
shape, Earle Yancey, president, a 
nounced recently. The firm has si 
to distribute Easy washers and ironefs, 
RCA radio, Coolerator refrigratots 
and home freezers, L & H ranges and 
water heaters and other lines. Mi 
Edwards is manager of the compaily- 


R. W. Porson is taking a job# 
sales manager for the Flint Distribut 
ing Co., Salt Lake City, Utah. Th 
firm handles Kelvinator, 

Bendix, Zenith, Columbia records, et 
Mr. Poirson was formerly with 
Acoustican division of Dictograph. 
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UNIVERSAL MOTOR COMPENSATED 
V4 H. P. 3400 R. P.M. TYPE AD 


CYCLE H.P. 








UNIVERSAL MOTORS TO 


Selection of the right motor to do a particular 
job is only half the problem for many a manufac- 
turer. Then comes the need for building it intoa 
housing that can be easily adapted to the product. 

This double problem occurs not infrequently 
in the small motor applications that require the 
ability of universal motors to operate ona-c or d-c. 

Westinghouse Types AD and ADS Universal 
Motors answer these problems. These are built 
in a wide variety of ratings to meet any motor 
need. Moreover, they are available in many 
different housings, specifically designed and 
sturdily built to meet the needs of any special 
housing problem. Or they may be bought as 
parts for assembly. 


PICK THESE MOTORS 


e Where a-c—d-c operation TYPES AD AND ADS UNIVERSAL 


is desired MOTORS 


e Where compact built-in 


power hn nadia UNIVERSAL—-a-c or d-c 


@ Where there is a wide fre- CYCLES—O (d-c) to 60 (a-c) 
quency range 
‘ HORSEPOWER—1/150 to 1 
e Where high torques and 


high speeds are desirable SPEEDS—3000 to 12000 rpm 
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1) 2 4 co 8 1 8612 4 16 %® 20 22 2 
TORQUE IN OUNCE FEET 


These twin advantages of Westinghouse 
Universal Motors have been proved by literally 
thousands of applications, ranging from hand 
tools to business machines ... food mixers and 
vacuum cleaners to motion picture projectors 
and stock tickers... 


ASK FOR APPLICATION HELP 


Small motors have gone to war—some on wartime 
applications of peacetime products—many others on 
specialized war applications. For condensed informa- 
tion on Westinghouse Small Motors, the Westinghouse 
Small Motor Selector (Form B-3075-A) summarizes 
the data presented in these “Torque Talks”. Write 
today for your copy of this helpful four-page aid to 
proper motor selection. Westinghouse Electric & 
Manufacturing Company, East Pittsburgh, Pa. 5.03205 





PLANTS IN 25 CITIES... OFFICES EVERYWHERE 


Westinghouse 
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a RHEEM prianr 


E SERVES YOUR MARKET 


} eww: Coast to Coast ... from the Great Lakes to 
the Gulf. . . there are fifteen Rheem plants to serve 
Re you no matter where you are located. Whether you are 
located in the east or west, the north or south, there is 
a Rheem plant to serve you. 


Rheem makes automatic water heaters especially 
engineered for every type of fuel— 
electricity, natural gas, manufactured 
gas, liquid petroleum gas, oil and coal. 
Every Rheem Heater is designed to 
extract the maximum value from the 
fuel it uses. 

There is a Rheem plant in every market 
...and a Rheem Automatic Water Heater 
for every fuel. 


Now available in limited 
quantities . . . Rheem Automatic 
Electric Water Heater. 


RHEEM 


MANUFACTURING COMPANY 


Executive and General Sales Offices 
New York - San Francisco « Los Angeles - Washirigton, D.C. 





Plants located at 


Bayonne, N. J. Danville, Penna. Portland, Ore. 
Birmingham, Ala. Houston, Texas Salt Lake City, Utah 
Chicago, Ill. New Orleans, La. Sparrows Point, Md, 
Maywood, Richmond, South Gate and Stockton, Calif. 
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ALL THE COMFORTS OF HOME—On the Normandy fighting front, Lieut. Jack 
Adams adds "'something'’ to the ice cubes from the “brand new 1942 Norge refriger- 
ator" which graces the officers’ club of the 494th fighter bomber squadron. Adams, a 
former salesman of the product for the Arnold Wholesale Corp., Cleveland distributors 
of Norge appliances, has no idea "how it got here and how we managed to get it for 


our bar. . 


. just a short time after D-Day.” 





Despite widespread publicity for de- 
signers’ dream super-modern electric 
kitchens in which 40-second meals are 
cooked by electronics, American home- 
makers will want a kitchen reflecting 
“evolutionary” change s—equipment 
that is “conventional”—not a complete 
break with the past. For example: 
they do not want an electric range with 
the oven separated from the surface 
burners for use in different parts of the 
kitchen, as suggested by one designer. 
“Comfort, flexibility, time-saving” sum 
up favored design among home eco- 
nomics directors to whom Hotpoint re- 
cently sent an “opinion” questionnaire, 
according to H. D. Conklin, manager, 
range and water heater sales division, 
Edison General Electric (Hotpoint) 
Appliance Co. He said: 


Pre-War Range Sales 


“A design that is conventional to 
many designers is very often ‘revolu- 
tionary’ to homemakers. The new elec- 
tric ranges, while representing the re- 
sults of many years of refinements and 
advances, will not differ greatly from 
those sold in 1941 when war produc- 
tion replaced range manufacture.” He 
added that the electric range industry 
sold more than a million units in the 
two years preceding the war. which 
represented a “user” increase of 50 per- 
cent over all previous electric range 
sales made over a thirty-year period. 
“In 1941, the last year for which we 
have complete figures, more than 760,- 
000 electric ranges were sold.” 

Single unit sales of ranges and re- 
frigerators will outsell “complete pack- 
age” kitchens immediately after the 


Hotpoint Sees Electric Ranges 


Spearhead for Complete Kitchens 





H. D. CONKLIN 


war, but complete kitchens oi matched 
“branded” appliances, from steel cabi- 
nets and electric sinks to dishwashers 
and garbage disposals, will be on dis- 
play at department, furniture, hard- 
ware, and appliance stores, he said. 

During the years following the intro- 
duction of the first “package” kitchen 
in 1932, utilities and a few department 
and furniture stores used these “room 
displays” principally to promote the 
sale of individual appliances. Interest 
was great in complete kitchen installa- 
tions, but few companies were ready to 
organize departments for their installa- 
tion and financing.. Now we are ready 
to show merchants that there is a mar- 
ket for complete kitchens if they are 
ready to take advantage of it, he said. 

In explaining the sharp increase in 
sales of electric ranges immediately 
prior to the war. Mr. Conklin cited 
electric rate history for 10 years. (See 
table below) 








ELECTRIC RATE HISTORY 

Domestic Meters With % t0 
Year Meters Rate Available* Total 
Ge ae een ean Gare 20,150,347 8,000,000 39% 
AR Sp ers. 20,135,309 1 1,000,000 55% 
ae etek ds Larabee 21,310,197 14,275,000 67% 
RD ee Sk og Pe odie eee 22,709,487 18,200,000 90% 
ETE IE SE 4 TE 25,474,412 24,200,000 95% 


*A cooking rate of three cents or les per KWH is considered favorable. The national 


average for domestic meters is 2.2 per KWH. 
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When can | det a new one? 


The time will come -—soon, we hope— when you can 
\ } give a positive answer to clock-seeking customers. We 
cannot set a definite date till Uncle Sam says “go ahead”. 
Vi \ But you can pass along these facts... 


New and glorious clocks will be featured in the coming 












Sessions line. They will not be made of substitute mate- 
rials but rather in Pre-war Quality plus exciting new 
features of Post-war Design standards. Their pricing, 
from self-starting electric alarm clocks to the lovely 
Westminster Chime models, will be in the popular range. 

Extensive advertising and merchandising plans are 
ready to launch when production is started. The Sessions 


Clock Company, Forestville, Connecticut. 


essions (locks 


“The House of Westminster Chimes” 


a (joe 
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ELECTRICITY 


For Any Job—Anywhere 


Reliable. 





















































economical electric service is 


yours anywhere, anytime with an Onan 

Electric Generating Plant. From the 65 basic over 
models, the right plant for any job or appli- 0 
cation, large or small, can be selected. 200 ,00 
Driven by Onan built, 4cycle gasoline in service 


engines, these power plants are of single- 
unit, compact design and sturdy construction. 
Suitable for all mobile, stationary or emer- 


gency service. Over 65 models, rang- 


ing in sizes from 350 
to 35,000 watts. A.C. 
types are 50 to 800 
cycles, 115 to 660 volts, 
single or three phase; 
D.C. types from 6 to 
4000 volts. Dual A.C.- 
D.C. combination types 
available. 


Write 


for engineering 


Model shown is from W2C 
series 2 and 3-KW 60-cycle 
115 volt powered by water 
cooled 2 cylinder Onan built 
engine. 


















assistance or 
detailed literature. 


AVENUE, D. W. ONAN 
MINNEAPOLIS and SONS 


WORKING AMERICA’S CANTEEN 


Always on Hand with Fresh, Clean, COOL Water 


32232 ROYALSTON 


5, MINNESOTA 





























WATER COOLERS 







Backed by 20 
years of pioneering and leadership in 
building better electric water coolers. 


4 
w2{4), 















Manufacturing Company 


401 West Town Street Columbus 8, Ohio 









“An important point about this rate 
change is: there is no other electric 
appliance that has the greatly increased 
market potential that awaits the sale 
of the electric range,” he said. “The 
electric range, already a favorite in 
millions of homes because of past per- 
formance, will spearhead appliance 
sales which include all of the equip- 
ment for electric kitchens. While one 
of the considerations for installing 
‘package’ kitchen displays will be as a 
show-piece for individual range and 
refrigerator sales, these sales will in 
turn lead to complete kitchen sales for 
dealers who are prepared to handle 
them.” 


Dealer Opportunity 


“Dealers will find many factors fa- 
vorah'e to electric range sales in post- 
war which have resulted from wartime 
conditions,” Mr. Conklin said, citing 
that 7,000,000 women who had been 
employed in industry during the war 
would have a greater appreciation of 
the completely automatic control fea- 
tures, as well as “clock-measured” heat 
of the electric range. “These women 
will be much more aware of mechanical 
functions than previously, and they will 
understand the value of controlled 
heat.” 


Ferro Enamel to Build 
New West Coast Plant 


Plans for a new manufacturing 
plant, to be located in the Los Angeles 
area, were announced recently by 
Robert A. Weaver, president of Ferro 
Enamel Corp. 

The new plant, according to Mr. 
Weaver, will produce porcelain enamel 
frit and synthetic-enamel industrial 
paints. In addition, the complete line 
of other Ferro products—such as clays, 
oxides, chemicals, driers and various 
supplies—will be warehoused at the 
new plant, and distributed throughout 
the western states and foreign countries 
bordering on the Pacific. 

Ferro’s Engineering Service, in the 
porcelain enameling and other ceramic 
fields, will also be available through 
this new organization. 

John A. Rumer, long identified with 
Ferro and for the past ten years the 
West Coast representative, has been 
appointed manager of the new opera- 
tion. 








RMA COMMITTEE WELCOME—As host 
of the occasion, James H. Carmine, (left) 
vice president in charge of merchandis- 
ing for Philco Corp., welcomes John S. 
Garceau, chairman of the Radio Manu- 
facturers Association, advertising commit- 
tee, to a meeting of committee members 








held recenfly near Philadelphia. 


is Progressive 
with New Items—Cautious 


in Changing Distribution 
Channels 





In the future, as in the past, you can 
count on: 
e The SAME Company Policy 
eThe SAME Top Quality 
e The SAME Distribution Channels 








Easily crushes . 
cubes or lumps, |- 
fine 


or coarse. 


Ice-O-M: 


Trade Mark 











. 
wice-O-Mat 
The juicer that 
gets ALL the 
juice, without 
tind-oil, pulp, 

or seeds. 









Lin 


\& 


Broil-O-Mat’ 


Trade Mark 





For steaks, chops, fish or fowl. Only 
electric adjustable broiler made. 


Opens cans of all shapes and sizes, 
leaving smooth beveled edges. 


National Consumer Advertising schedule 
includes: 
House Beautiful 
Good 
Housekeeping 
Ladies 
Home Journal 
American Home 
Bride’s Magazine 
Woman’s Home 
Companion 


MANUFACTURING COMPANY 
KANSAS CITY MISSOURI 
Miginalili 


th a Konvakone Str 


OCTOBER, 1944—ELECTRICAL MERCHANDISING 











ve THE SOUNDEST IDEA 
A in Major Appliances 
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Mal YOUR CERTIFIED BUYING GUIDE 
that Every Gas Range bearing this trade-mark 
a 
me: has been designed and constructed to 
1out . . 
ulp, comply with the specifications of the 
‘ American Gas Association’s Committee on 
“CP” Gas Ranges. 
S ae : a oe YOU’RE GOING TO MAKE MONEY on “CP”* Gas 
ol " , sali Se Ranges. For these are the only ranges built to the 
nly im , * 
le. Every year home economists and engineers of the entire Gas highest specifications of the entire industry and 
Industry combine their ideas to create the high specifications for . ‘ 4 
Mak “CP” Gas Ranges. tested and certified by independent testing labora-_ 
= tories. You can sell any “CP” Gas Range and know 
it gives the finest cooking results—maximum savings 
d so in time, food and money. Your customers know it, 
ges. 
too — six million dollars a year is being spent to 
ail tell them. 
? * Registered Trade-Mark of the Association of 
— # Gas Appliance and Equipment Manufacturers 
eping , Bee hi 
:” , Independent laboratories test Gas Ranges built to the high “CP” GET THIS BIG “CP” BUSINESS BUILDING PLAN KIT! 
poe! specifications to provide a certified buying guide. 
— These Leading Manufacturers Will Build Assn. of Gas Appliance and Equipment Manufacturers 
nion Matchless “CP” Gas Ranges For You 60 East 42 Street, New York 17, N. Y. 
A-B STOVES, INC. O'KEEFE & MERRITT CO. 
AMERICAN STOVE CO. ROBERTS & MANDER STOVE CO. I'm interested. Please send me the ‘CP’ Business Building Plan Kit. 
CALORIC GAS STOVE WORKS GEO. D. ROPER CORP. 
CRIBBEN & SEXTON CO. STANDARD GAS EQUIPM’T CORP. phate 
DETROIT-MICHIGAN STOVE CO. THE TAPPAN STOVE CO. 
THE ESTATE STOVE CO. WESTERN STOVE CO., INC. 
GLENWOOD RANGE CO. Company 
JAMES GRAHAM MEG. CO. In Canada 
GRAND HOME APPLIANCE CO. CLARE BROS. & CO., LTD. _ Address 
HARDWICK STOVE CO. GURNEY FOUNDRY CO., LTD. 
A. J. LINDEMANN & HOVERSON CO. MOFFATS, LTD. City Siete 
A ALAA ALT AIRE RY ESE LAE 
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There’s bound to be a rush! 


From all reports it looks as if there won’t be enough 
Toastmaster toasters to go round for quite a while after 
we finish our job of munitions-making, so there’s bound 


to be a rush for them. 


Customers haven’t forgotten America’s finest toaster. 
Month after month, ever since Pearl Harbor, they have 
seen it advertised in Life, Saturday Evening Post, and Col- 
lier’s—and, more recently, in True Story, Bride’s Maga- 
zine, Parents’, and Electricity on the Farm. We've found 
that ‘Toastmaster toaster” has been written on many a 
homemaker’s list of the postwar purchases she means 
to make first. 

So, facing a temporary shortage, we'll do our best to 
allocate early output to our distributors on a fair-to-all 
basis. And we urge every retailer, now, to get his name 


on record with his regular supplier, for his fair share of 


postwar Toastmaster* products. 


a 
TOASTMASTER Axoducha 


***POASTMASTER™ is a registered trademark of Toastmaster Propucts Division, McGraw Electric Company, 
Elgin, Ill. Copyright 1944, McGraw Electric Co. 
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PRIZE WAR BOND WINDOW—Third prize in a national window display contest sup- 
porting the Fifth War Loan drive was awarded M. R. Norton, district sales supervisor, 
Wisconsin Power and Light Co., Fond du Lac, for a display exhibited in the show 
window of the district office building. Conducted by the magazine, Display World, in 
cooperation with the National Association of Display Industries, the contest drew 
more than 2,000 entries. The entry submitted by Mr. Norton was the only entry sub- 
mitted by a utility to win. Arranged in a setting of red, white and blue satin, the Fond 
du Lac display featured the photographs of 38 Fond du Lac boys who have died in 
service. A large replica of the Purple Heart award medal was placed in the center of 
the display, flanked on one side by an actual Purple Heart medal and on the other by 


a Silver Star medal. 











HAVE YOU HEARD... 








Jazz CLASSIC ALBUMS have been 
fetching fancy prices lately from record 
collectors, so Columbia Recording 
Corp. have announced that they sched- 
uled for production during September 
all their hot jazz, boogie woogie and 
“swing” albums for a repress. 


Tue GAWS, the Grandmothers of 
America in War Service, founding 
chapter has been organized by 53 
grandmothers employed in war work 
at the Detroit plant of the Eureka 
Vacuum Cleaner Co. 


GarrArp Mountjoy, winner of the 
National Associatidn of Manufacturers 
“Modern Pioneer Award” and head of 
the Licensee Consulting Section of 
RCA Laboratories Industry Service 
Division, has been appointed head of 
Lear, Inc. Radio Laboratories. 


PiongeER GEN-E-Moror, a limited 
partnership, has transferred all its 
properties, assets and effects to Pio- 
neer Gen-E-Motor Corp., a Delaware 
corporation. 


Tue CLevELAND LicutiNnG Division 
of Westinghouse has received the 
Army-Navy “E” award, according to 
Wilfred F. White, division manager. 


JosepH HERRMANN, proprietor of 
the Jovita Radio Store, San Antonio, 
Fla., is the proud recipient of the “T” 
award from the U. S. Treasury for his 
war bond selling efforts. 


“You Can’t Take It Wita You,” 
Broadway comedy hit, went on the 
radio over a Mutual coast-to-coast net- 
work August 27 at 5 p.m., sponsored by 
Emerson Radio and Phonograph Corp., 
as a weekly adaptation. 


THE SCRANTON ELEctric CONSTRUC- 
TION Co., Scranton, Pa., is celebrating 
its 50th anniversary this year. It was 
organized in 1894 by Frederick J. Platt. 
Since 1939 the firm has distributed 
Zenith radios and other appliances. 
Blair Platt today manages the business. 


OCTOBER, 


A. E. RittenHouse Co., Honeoye 
Falls, N. Y., announces the appoint- 
ment of -The Martin Co., 230 Fifth 
Ave., New York City, as sales repre- 
sentatives for Rittenhouse door chimes 
and other products. 


IN RECOGNITION OF their outstanding 
war production records, The Simplex 
radio and the Chicago divisions of 
Philco have just won the fourteenth 
and fifteenth Army-Navy “E” awards 
made to Philco Corp., it was announced 
recently by John Ballantyne, president. 


EMPLOYEES AND MANAGEMENT of the 
Conlon Corp., Chicago, peacetime 
maker of household washers and iron- 
ers, recently received the Army Ord- 
nance flag for “outstanding contribu- 
tions in the field of ordnance produc- 
tion.” Bernard J. Hank is president and 
chairman of the board. The presenta- 
tion was made by Maj. J. A. Roesch 
of the Chicago Ordnance district. I. N. 
Merritt, the concern’s new vice-presi- 
dent and general manager, was master 
of ceremonies, 


WITH AN IMPACT of over 46,000,000 
advertising messages monthly, Vacu- 
lator’s new advertising program has 
started in leading consumer publica- 
tions, including such magazines as Life, 
Saturday Evening Post, Ladies Home 
Journal, Woman’s Home Companion, 
Liberty, Cosmopolitan and others. 


NEWA Convention 
In Chicago Next April 


Charles G. Pyle, managing director 
of the National Electrical Wholesal- 
ers Association, 500 Fifth Avenue, 
New York, announces that the 37th 
annual convention of that Association 
will be held during the week of April 
22, 1945 at The Stevens, Chicago, Ill. 
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* PATTERN FOR RADIO PROFITS - 


Yes, the Clarion Radio dealer set-up IS different. It’s the talk of the industry. 
The biggest Clarion feature of all will be found in the Clarion dealer fran- 


chise. It will pay you to investigate before it is too late. Write TODAY 
for name of distributor in your territory. 


irector 
olesal- 


venue, 
e 37th 
ciation 
+ April 
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‘  : 
: 4 le let your reputation for promptness lie 
v around on the shipping room floor. When 
’ a customer marks his order “RusH’’— call for 
AIR EXPRESS pick-up and get it on its way as early 
in the day as possible! That’s the secret of fastest 


delivery by AIR EXPRESS—a service that moves 






cargo on swift Airlines schedules around the clock, 


for war and reconversion jobs. 


SPECIFY AIR EXPRESS 


A Money-Saving, High-Speed Tool 
for Every Business 


With additional planes and space available for all types of traffic, 3-mile-a- 
minute Air Express directly serves hundreds of U.S. cities and scores of 
foreign countries. And shippers nationwide are now saving an average of more 
than 10% on Air Express charges —as a result of increased efficiency developed 
to meet wartime demands. 


WRITE TODAY for “North, East, South, West’”— an informative booklet that 
will stimulate the thinking of every executive. Dept. PR-10, Railway Express 
Agency, 230 Park Avenue, New York 17, N. Y., or ask for it at any local office. 





Phone RAILWAY EXPRESS AGENCY, AIR EXPRESS DIVISION 
Representing the AIRLINES of the United States 
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A lot of research went into the G-E frozen food movie described below. Here, Dr. D. kK. 
Tressler checks vitamin assay report with Dr. McIntosh, G-E Consumers Institute staf 
nutritionist. 





turers, in addition to manufacturers in 
many other lines. Names of thos 
manufacturers employing fiberglas jn 
their product are listed and many war 
applications are described. The ai- 
vertising program of the company js 
also described in detail. 


NEW LITERATURE 
AND SALES HELPS 





Frozen Foods Movie Produced 
By G-E Consumer Institute Meal Planning Guide 


In answer to a growing demand for A Year ’Round Meal Planning Guide 
more information about the preparation of 104 pages will spearhead the new 
of foods for freezing, the General Elec- phase of the Westinghouse Electric 
tric Consumers Institute, Bridgeport, Appliance Division’s “Health for Vic- 
Conn., has produced the first 16-mm. tory” nutrition program, now used in 
full-color sound motion picture cover- 1700 war plants and other organiz- 
ing this subject in detail. tions. The new Meal Planning Cours 

Demonstrated in the movie are prep- was inaugurated September 1. 
aration steps for freezing fruits and To make the program more flexible 
vegetables, and the cooking of frozen Westinghouse is packaging six lessons 
foods. Also included are details on in a new kit and is dispensing with its 
proper cutting, types of packaging and monthly meal planning guides, pub- 
wrapping for meats, fish and fowl. lished once a month since May, 1942 

The film was written and produced = The paper shortage is another re: 
under the technical direction of Dr. son for adopting a year *round guide, 
Donald K. Tressler, manager of the according to T. J. Newcomb, sales 

manager. 


New Westinghouse 


Consumers Institute. The fruit and a 
vegetable preparation scenes were exe- Containing all of the vital food in- 
cuted by Adelaide Fellows, Consumers formation covered in the 27 monthly 
Institute staff member who is well meal planning guides issued since the 
known for the training classes she has “Jealth for Victory” program was it 
conducted in the field for G-E Con- troduced, the Year "Round Meal Plar- 
sumers Institute. Meat, fish and fowl ning Guide also includes menus ani 
preparation scenes were filmed in a recipes for various types of cookery, 
model locker plant at Lancaster, Pa. buying hints, nutrition information, 
Potential audience for this educa- and food preservation directions. The 
tional film is expected to run well into ooklet will be available at a cost o 
the millions for it will be made avail- 10 cents per copy, transportation pre- 
able to utilities, department stores, paid from the Westinghouse Electri 
locker operators, REA cooperatives, Appliance Division, Mansfield, Ohio. 
schools and colleges for showing wher- Subjects of the six scripts for th 
ever an interested group of consumers sjx-course program are: Building for 
can be assembled. All Appliance and Health, Home Food Preservation 
Merchandise district offices of the Gen- Fruits and Vegetables, The Milk 
eral Electric Co. will schedule book- Way, Meats and Meat Extenders and 
ings of the film for their respective Breads and Spreads. 
territories, The new “Health for Victory’ 
course kit will contain 30 x 40 charts 
in color for use at the meetings, meet 
ing scripts, the Year ’Round Mel 
Planning Guide and merchandising 
A new 20-page booklet, “Fiberglas helps, including membership cards 
Thermal Insulation,” telling equipment graduation certificates, sample letters 
manufacturers how Fiberglas thermal and promotion material for building 
insulation can aid him in selling his attendance. A plan book describes tht 
products in the post-war period, has course, explains how to organize it 
just been published by that company. contains suggested publicity releases. 
The booklet outlines the unique quali- Price of the complete course 5 
ties of fiberglas and points out that $45.00. No scripts will be made avai 
before the war it was used by approxi- able unless the complete package ® 
mately 50 percent of refrigerator manu- purchased. It may be obtained from 
facturers, 75 percent of range manufac- the Mansfield, Ohio headquarters @ 
turers, 65 percent of water heater the Westinghouse Electric Applian 
makers, 95 percent of roaster manufac- Division. 


Owens Corning Fiberglas Corp. 
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STEWART-WARNER 


HAS BEEN TOO BUSY WORKING FOR G.I. JOE 
TO “BEAT THE DRUMS” 





But When the Big Job is Over, You Can Depend on Stewart-Warner 


to be Ready With Top Radio Values and Outstanding Performance 


bey haven’t seen much in print about Stewart-Warner 
Radio. Since Pearl Harbor we have been much too 
busy making radio devices for the armed services... we 
haven’t had time to go out a.d “‘beat the drums.” 


We believe that the primary job is to make more and 
better radio, communications and direction finding equip- 
ment ...to make it faster and ship it on time. For that is 
what will help bring our boys home sooner, which every- 
one wants first of all. 








And here are some of the accomplishments of Stewart-Warner 
that helped bring about the award: 





MORE THAN 1200 CARLOADS SHIPPED SINCE PEARL HARBOR! 
Totaling more than 12,000,000 pounds of radio, communications and direction 


finding equipment... or a train nearly 12 miles long. And—shipped on time! 


So, we haven’t had much time to tell the world how 
much we're doing or how well. But you can bet your bot- 
tom dollar that Stewart-Warner has been doing an out- 
standing job. 


The proof is that only recently, in Chicago, Stewart- 
Warner shared in the Navy’s special “Certificate of Achieve- 
ment” for an outstanding contribution to the war effort 
... the first time in Navy history that such a citation has 
been made. 








Equipment for thee NAVY 
... Radio Equipment and electron- 
ically controlled instruments. 











ry 0 Equipment for the SIGNAL CORPS 
4 


rection finding equipment. 








Airborne and ground operated signalling and di- 





Equipment for the AIR FORCES 


Electronically controlled aircraft instruments, 
two-way radio transmission and other devices. 


Equipment for the TANKS ___ 


Radio transmission equipment, elec- 
tronically controlled devices still too #'@ 
new to talk about. 
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=== So, make no mistake about it... WHEN THE WAR IS OVER, STEWART- 
i WARNER WILL BE OUT “BEATING THE DRUMS” FOR THE GREAT- 
, _— EST, MOST PROFITABLE RADIO LINE IN ITS 20 YEAR HISTORY! 


Another Product of 


STEWART 
WARNER 
= 


= 
-—= 

















STEWART-WARNER CORPORATION...CHICAGO 
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DAY COMES 


a 


s been made recently shows that 
p the list of all appliances that 
hey are again available. 
s to get your share of 








Every survey that ha 
washing machines to 
will be purchased first when t 
Have you made your plan 
this profitable business? 
DEXTER IS READY — When "V" day comes, ss 
is ready to give you even finer washing ore . 
ever before and more complete sales promo wt a 
backed by a National Advertising pet swt 
sumer acc 
seeggntetiok ‘aa tax ane represented the finest 
in Home Washing Machines. 
The Dexter Postwar Plan sells washers for you 
NOW, for delivery after “V" day. Send TO- 
DAY FOR COMPLETE DETAILS. - 
Be ready with Dexter and get the Lion's 
share of the Big Back-log of demand that has 
been built up during the war years in your 


community. 





















d will start producing washers 


Dexter can an 0.K. 


very quickly after the Government gives its 











THE DEXTER COMPANY 


FAIRFIELD, IOWA 
MAKERS OF THE FAMOUS DEXTER TWIN TUB AND 


SINGLE TUB WASHERS FOR HALF A CENTURY 
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SILEX SALES TOOLS—Dealers are now offered new sales tools to help promote the 
sale of Silex coffee makers. These merchandising aids consist of window, counter and 
shelf display pieces, designed to attract customer attention to Silex's special selling 
features. Illustrated are three cards which can be used in almost every store. There is 
the full view of Sally Silex I! in. high by 2 in. wide, a small counter card 8!/2 in. wide 
by 4 in. high, and a small window or counter card 15!/4 in. high by 12 in. wide. The 
display pieces are planned for use in conjunction with actual Silex merchandise. 














New G-E Refrigerator 
Service Manual Out 


The most comprehensive household 
refrigerator service manual ever off- 
ered by General Electric’s appliance 
product service section to servicemen 
has been released for distribution. It 
covers all models equipped with G-E 
Scotch-Yoke Sealed machines. 

In a letter to distributors, W. C. 
Noll, section manager, says the man- 
ual contains the service information 
on all G-E Sealed machines manufac- 
tured since 1934, “and there are well 
over 3,000,000 of these machines in 
customers’ homes.” The many differ- 
ent models include the later style 
Monitor Tops, all the Sealed Flatop 
models and the numerous special cabi- 
net types. 

All information in the manual is easy 
to find and use with the expanded 
cross-reference type index. All of the 
“whys” and “hows” are covered. Well 
illustrated with over 300 pictures and 
drawings the new manual has more 
than 200 pages. Detailed descriptions 
give a full understanding of the ma- 
chines and cabinets and all possible 
adjustments are clearly outlined. Many 
quick reference tables and charts pro- 
vide information that is used every 
day by servicemen. 

Sturdily bound, the manual is 84 by 
11 inches. A heavy cover affords pro- 
tection from hard usage and its at- 
tractive design establishes a plan for 
future G-E service publications. The 
book is distributed through General 
Electric distributors at 75¢ per copy. 


Parts Jobbers Have 
New Washer Catalog 


When members of the Appliance 
Parts Jobbers Association meet in Chi- 
cago, Saturday, Oct. 21, one of the 
probable events will be the unveiling of 
their new washer parts catalog, of 
which 12,000 have been printed for 
members and dealers. It is a 176-page 
affair, illustrated. A permanent catalog 
is also under way which will contain 
data from all cooperating washer 
manufacturers. This, however, will 
not be available for six months. 

To date, Wilfrid L. Cloutier, secre- 
tary-treasurer, reports the association 
has 14 washer manufacturers cooperat- 
ing with its members. 
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New Luckiesh Book Out 
"Light, Vision and Seeing" 


Cream of thirty years of continuous 
research is condensed between the 
covers of a new 323-page book— 
“Light, Vision and Seeing”—authored 
by Matthew Luckiesh, D.Sc, D.E, 
$4:50, published by D. Van Nostrand 
Co., Inc., New York City. 

It is the twenty-fourth work of 
the director of General Electric Lamp 
Department’s Lighting Research Lab- 
oratory at Nela Park, Cleveland. In 
this his latest book Luckiesh has co- 
ordinated and simplified the highly 
complex subject of light, brightness, 
vision, lighting, and human seeing. 

Answers to all practical questions 
concerning seeing, in their relations to 
light and vision, are fully and clearly 
explained in the new book. 

Complex data are presented by 
means of simple diagrams. Discussions 
deal primarily with controllable aids 
to seeing. 

The seventeenth and final chapter 
in the book lists and briefly answers 
one hundred of the questions most fre- 
quently asked about eyesight and 
vision, light and brightness, light and 
color, daylight outdoors and indoors, 
light and lighting, and about: light, 
visibility and seeing. 


Verd-A-Ray Contest 


A fall merchandising program based 
on a slogan-writing contest, in which 
consumers may win $1,000 first prize; 
$750 second; $500 third; $250 fourth, 
and twenty-five consolation prizes of 
$100 each, all in War Bonds at ma- 
turity value, has been announced by 
Verd-A-Ray Corp., Toledo, Ohio. In 
addition, those distributors’ salesmen 
and dealers, who are identified with 
consumer winners, will both receive 
prizes of War Bonds. 


St. Louis Distributor Moves 


The new address of the Crest Corp., 
St. Louis, is Vandeventer and Duncan. 
The firm was formerly located at 4200 
Forest Park. Crest Corp. distributes 
Philco auto radio, Peerless Fireguard 
stokers, factory parts for Philco refrig- 
erators, and Philco-York air condi- 
tioning, Duotherm oil heaters and 
Bendix. 
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ions saw judgment day in France 


A traitor is brought to swift “justice,” as ex- 
citable French patriots range through the 
streets and courtyards of Brittany, hunting 
down collaborationists who co-operated 
with the defeated German troops. 

This dramatic picture was seen by mil- 
lions of persons all over the United States. 
Why? Because it appeared in LIFE. 


How does the fact that LIFE has such a 
large readership affect your business as 
an electrical dealer? Read what one of 
your fellow businessmen, Ed Ware, of 
409 S. Main St., Princeton, Ill., says 
about LIFE. ‘‘I think LIFE is the most 
popular magazine out. I would say 75% 
of our community reads it.’’ 


And you can be sure that what Mr. Ware 
says about Princeton, IIl., is largely true of 
your community, too. Because week after 
week, LIFE holds the attention, stimulates 
the thinking, and increases the knowledge 
of more people than any other magazine in 
the United States. 


More readers every week than 
any other magazine in America 
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Farmer? .. . The term is as loose as “labor”... takes in 
potatoes in Maine, maple syrup in Vermont, apples in New York, 
produce in New Jersey, horses and tobacco in Kentucky, peaches 
in Georgia, slash pine and cattle in Florida, cotton and sugar cane 
in the Deep South, melons and range steers in Texas, wheat in 
the West and Northwest, dudes in Nevada, sheep in Montana, 
apples in Oregon, dates in Apizona, celery in Utah, oranges and tourists in California 
. so widely varied are farmers and farming! ...No one publication can serve 
specifically, satisfy or sell all, most or even a majority .. . SuccessFuL FARMING doesn’t 

try, sticks to the 13 Heart states, New York and Pennsylvania . . . concentrates its efforts 
among 42% of the farmers in those states . . . works for and with the farmers with the best 
land, largest investment, largest cash incomes of U. S. farmers . . . from diversified crops 
of corn, cattle, hogs, poultry, eggs, milk, forage, soy beans, specialties and staples... and a 
larger margin of income over expense than any high bracket urban audience—surplus for 


spending and saving that makes SF subscribers the best prospect field in the world today! ... 







This market is large enough to make SuccessrFuL FARMING a 
major medium for present and potential appliance sales and 
new installations—well worth the understanding and postwar use 
of every alert appliance merchandiser . . . Ask to see the startling 
facts on today’s first farm market, available at any SF office... ital, 


SuccessFuL FarminG, Des Moines, New York, Atlanta, Chicago, San Francisco, Los Angeles. 
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Refrigerator Service 
"Correspondence Course’ 


EALIZING that many dealers 
handling service work on refrig- 
erators are located in out-of-the-way 
places where it is impossible for them 
or their repairmen to attend training 
schools, the Frigidaire division of Gen- 
eral Motors on the Pacific Coast has 
been emphasizing its “correspondence 
course” training program, supple- 
mented where possible by factory con- 
ducted training meetings held at strate- 
gically located centers. 

The “mail order” training course 
was divided into two parts, the first 
series of twelve lessons giving sufficient 
training to enable a man to start work- 
ing for a dealer on the simpler refrig- 
eration problems. This was followed 
by a second series of twelve lessons, 
is designed to meet the needs of service 
men of several years’ experience. It 
also covers commercial and air condi- 
tioning refrigeration, from the stand- 
pint of both repair work and engi- 
neering design. 

All of the courses are so designed 
that they call for practical application 
of the principles by the enrollee, with 
expression of his comprehension by the 
drawing of graphs or charts, which 
darifies the work in the mind of the 
student and also makes it easy to de- 





here way ee eA a, 





termine the degree to which he has 
understood the problem. 


686 Students Enrolled 


At the present time there are 686 
students enrolled in the primary course 
on the Pacific Coast and 162 enrolled 
in the post graduate course, a total 
which, Frigidaire feels, represents a 
large proportion of the service person- 
nel working for dealers in this district. 
These figures are supplemented by the 
special evening schools which are held 
in the Los Angeles district for two 
nights a week over twelve weeks, cov- 
ering the work of the primary course. 
Sixty-four men attended these classes, 
of whom 62 graduated, most of them 
now being employed by local Frigidaire 
dealers on service work. 

At the same time the factory has 
planned and conducted a series of serv- 
ice training meetings at different points 
on the Coast, including similar meet- 
ings in western Texas and in Montana. 
These were designed to meet the needs 
of both old and new service personnel, 
the particular program of each meet 
being determined by the requirements 
of the particular district. Meetings 
lasted from two days to two weeks. 
Thus far attendance at these meetings 
has reached a total on the Pacific Coast 
of 312 new and experienced service- 
men, 


Learning by doing was the keystone of many successful Frigidaire field training schools. 


| The “correspondence course" supplements this training for dealers in out-of-the-way 
communities. 
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Refrigeration service course made available as wartime measure by Northern Penn- 
sylvania Power Co., in connection with Pennsylvania State College Extension, draws 
enrollment of 33 men, with nearly 100 per cent attendance turned in by 25 of them 
in twice-weekly classes over three-month priod of basic instruction. 


Refrigerator Service 
Training Clicks in Pa. 


TRAINING program in refrig- 

eration fundamentals and serv- 
ice, initiated by a War Emergency Re- 
frigeration Council set up by the 
Northern Pennsylvania Power Co., is 
proving so successful in the area 
served by this utility that further train- 
ing courses, more advanced in nature, 
now are contemplated for the coming 
winter. ; 

Surveys made by the Northern 
Pennsylvania Power Co. during 1943 
revealed there were only one-third as 
many fefrigeration service men 
throughout its territory as there had 
been 15 months prior. This loss to the 
industry was a result of the Selective 
Service Act and the general movement 
of a number of trained men into other 
areas affording employment at higher 
wages. During this period the power 
company was serving 21,000 domestic 
refrigerators along with approximately 
9,000 commercial and farm milk cooler 
installations. 


Early in 1944, representatives of the. 


company formulated plans to inaugu- 
rate a service training program in its 
widespread area, covering 4,700 square 
miles. Its first step, taken at the sug- 
gestion of the National Refrigeration 
Service Council, was the formation of 
the local war emergency council headed 
by G. H. Ritter of the utility’s New 
Business -Dept., as chairman and co- 
ordinator, with members drawn from 
farm equipment dealers, electrical deal- 
ers, milk receiving station operators 
and others actively interested in better- 
ing the refrigeration service situation 
throughout the area. 

Following discussions with. the 
Pennsylvania State College Extension 
Center at Scranton, the course got 
under way in the Springs with an en- 
rollment of 33 men, a majority of 
whom had some experience but no 
basic training. Successive classes. of 
three and one-half hour length, held 
twice each week, were taught by E. J. 
Mc Garrell, a mechanical engineer in 
charge of service for the New York 
State Electric & Gas Corp., of Elmira, 
N. Y.; who was assisted by Martin F. 
Blocher, service representative for the 


Pennsylvania company. The instruc- 
tion lasted 100 hours, terminating with 
a mid-summer class at which 25 en- 
rollees posted a final attendance record 
for the course of nearly 100 percent, 
clear evidence of the enthusiasm with 
which the training program was re- 
ceived in-this area. The instruction 
covered the fundamentals of. refrigera- 
tion, refrigerants, controls, the servic- 
ing of domestic and commercial units, 
evaporators, expansion valves, adjust- 
ments and various other ‘subjects of 
specific interest to refrigerator re- 
pairmen. 








. TESTIMONIAL FROM CANADA— 
“Here's one for the book," said J. L. 
Callahan of the J. J. H. McLean & Co., 


Ltd., Winnipeg, appliance store. "We 
always handled our own finance paper 
and a few years ago were leafing through 
ELECTRICAL MERCHANDISING when 
we came across a story about some firm 
advertising ‘profit sharing’ with its cus- 
tomers. Its finance charges were lower 
than common, and this difference was 
given to the trade. Now that was our 
situation, and we used that idea several 
years with great effectiveness. Send us 
some more like that." McLeans, an old 
house, 63 years to be exact, got into 
appliance selling by taking on Connors 
washers. It made the mistake of putting 
them out on trial, which was unnecessary. 
When last active it was using an outside 
crew with washers. The store is a stone's 
throw from Eaton's department store, and 
the window is full of appliances. 
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KEEP YOUR EYE ON ILG 


Miracles on the way?e NO! Just practical, common-sense 
developments in ILG “Push-Button” Ventilation which promise 
exciting new profits for you. Intensified research during 
the war period, plus amplified staff and facilities (including 
a new research building) have pointed the way toward improved 
designs, increased" efficiency, new applications which will 
be announced soon. At the same time, your market 
has been continuously cultivated with consistent, colorful 
national advertising in publications headlined by the 
Post and Time. In your pre-peace planning for post-war sales, 


6. 
it will pay well to keep your eye on ILG! 
° 


ILG ELECTRIC VENTILATING CO., CHICAGO 41, ILL. 


2874 NORTH CRAWFORD AVENUE «+ OFFICES IN 38 PRINCIPAL CITIES 


VITALIZED 
VENTILATION 


AND AIR CONDITIONING 


“‘Push-Button” Night Cooling Fans 





Utility Canning Centers 
Popular With Customers 


HE Home Service Division of 

The Detroit Edison Co. has 
helped facilitate the problems of pre- 
serving victory garden crops by es- 
tablishing Canning Centers where 
homemakers could obtain all of the lat- 
est information on canning, freezing, 
dehyration, etc., according to Mari- 
quita Dygert, supervisor of home serv- 
| ice. 





| Paid Advertising Used 
| 


Eight large Edison offices, located in 
neighborhood and suburban areas, were 
chosen as logical places to reach a large 
group of customers. The home service 
consultants, normally assigned to these 
Cffices, were provided with the neces- 
sary materials to carry on the work. 

To publicize this activity, neighbor- 
hood newspapers were used for paid 
advertising. Each consultant was 
further publicized with a news article 
that informed the readers of the avail- 
ability of consultation and advice three 
days each week. Readers were cordi- 
ally invited to come in to the nearest 
of the eight offices where the Canning 
Centers were located. Letters an- 
nouncing the Centers were sent to the 
wives of all Edison employes. 

Limited office space did not allow the 
scheduling of definite classes and it 
was felt that individual problems could 
be better met by individual contact. To 
date this belief has justified itself, for 
all home service consultants report 
that women come in many times and 
a very friendly-neighborly relationship 
has been established. 


Equipment Used 


The Canning Centers were set up 
with three major pieces of equipment: 
a work table, a display cupboard and an 
easel sign. 

The work table, designed and built 
by the utility, is equipped with two 
1200-watt hotplates, one thermostatic- 
ally controlled roaster, a small pressure 
cooker and the necessary utensils for 
processing food. Water bath in the 
roaster and pressure canning are easily 
demonstrated with these few utensils. 

The display cabinet forms a back- 
ground for the work table, and on its 
shelves are displayed the various foods, 
jellies, pickles, etc. prepared by the 
home service consultants. The lowest 
shelf holds a supply of literature and 





A Detroit Edison home service consultant discuss- 
ing and demonstrating canning to home-makers. 


bulletins from the U. S. Department o 
Agriculture, Michigan State Extension 
Bureau and various manufacturers, 

A sign in the display windows jp. 
forms homemakers that the Center js 
part of the Detroit Edison Co’s services 
and invites them to come and obtain th 
latest information on all methods ¢ 
food preservation. All Centers area 
near the display windows as possibk 
and accomplish two additional features, 
attracting attention, and filling up dis 
play space that has long been a problen 
in most utility offices. 

The Centers, which were establishel 
in June, operated three days a week 
until the end of September. 


New Materials Promised 
For Post-War Markets 


HAT a lot of new products ar 
‘ % going to show up in post-wa 
manufacture is the opinion expressé 
by Leonard W. Stratton, homefurnisi- 
ing merchandise manager for the st 
Wiebolt department stores in Chicago. 
Six new processed woods are being 
made today that are 90 percent as harl 
as steel, cannot burn, can be welded ani 
come in all sizes, colors and combin« 
tions, Mr. Stratton said. Also ther 
are new tree woods hitherto unusabk 
which have been made usable by im 
pregnation with metal and syntheti 
resins. Four new types of paper at 
being made, some compressed so harl 
they can be made into machine gear 
which are noiseless. Other papers att 
tough, waterproof, washable, have # 
high tensile strength and will hold ol 
and liquid. A vast new range of 2 
kinds of textiles have made their a 
pearance: Wool from peanuts, mil 
tree bark, silk from wood pulp, cotte 
from rayon, cotton grown in natutd 
red, black, green colors; linen from ti 
Ramie plant; fabric from glass a! 
chemicals as strong as steel ; mothpro# 
and waterproof; cloth that is flam 
proof; cloth from seaweed; text 
that makes clothes that are seams 
joined by radio high frequency inste 
of being sewn. There are fabrit 
which will hold their creases pert 
nently. Textile thread is being m# 
out of egg white. Fabrics are bel 
made from aluminum and magnesil 
Textiles have made their appearal® 
that are moth and beetle proof, impe 
ious to sunlight, alkalis and sulphites 
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Duo-Therm Automatic Fuel Oil Water Heaters are pack- 
age merchandise . . . major appliances that fit right into 
your appliance sales technique. As a matter of fact, 
appliance dealers have been selling Duo-Therm Auto- 
matic Water Heaters for years, and at retail prices which 
provided for a high dollar profit per sale. 


Duo-Therm Automatic Water Heaters are as sim- 
ple to install as the automatic washers you expect 
to sell in such quantities as soon as you can get 
them. In fact, they are an ideal “partner” to the 
automatic washer because they supply ample hot 
water at the lowest possible cost. 


14,000,000 American families have no other 
source of hot water than the kitchen stove... 
a bucket brigade that ought to be broken up.* 





Send the coupon and we'll send you the interesting 
story of one of the most profitable franchises in the 
appliance field. Good territories are still open. 


Duo-THERM 


DIVISION OF MOTOR WHEEL CORPORATION As 8 LANSING 3, MICH. 
America’s Largest Manufacturer of Fuel Oil Heating Appliances 


*Aside from the 14,000,000 ‘‘hot stovers’’, 6,000,000 families have 
furnace coils that heat no water when the furnace is off and 4,000,000 
more families depend on hand-operated coal heaters ...a ready 
market for Duo-Therm Automatic Heaters if there ever was one. 





DUO-THERM AUTOMATIC FUEL OIL WATER HEATERS 


Now Available for Essential Civilian Needs! 





 aheeomad -—— ee 


DUO-THERM Division of Motor Wheel Corp. 
Department K-2, Lansing 3, Michigan 





Plenty of hot water for the average 
family for less than 4c a day. 


No gas or electric connections... 
can be installed anywhere! 


Fully automatic convenience... 
the kind that millions want and are 
waiting for! 


A name that sells . . . for auto- 
matic fuel oil water heaters were 


pioneered and perfected by Duo- 
Therm, America’s largest producer 
of fuel oil appliances. 


And a name that keeps on selling 
. .. through consistent national 
advertising in Life, Look, Liberty, 
‘True Confessions, TrueStory, House- 
hold, Pathfinder, Farm Journal and 
Successful Farming. 





ee a ee ee mm me 


| would like to have additional information on the water 
heater market and dealer franchise. There is no obligation 
to me. 
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LYON 


KITCHEN CABINETS’® 


-¢ MARKET 
FOR le 









Lyon has a sales plan that fits the individual marketing methods 
of any dealer. This plan assures more profits for you in the tre- 
mendous post-war remodeling and new construction markets. 


For 45 years, Lyon has been an acknowledged leader in sheet metal 
fabrication and effective marketing methods. Guided by this 
experience, Lyon now announces a line of sectional Steel Kitchen 
Cabinets combining the following all-important features needed 
to assure for you a generous and profitable share of this enormous 
post-war market: 
Generous discount from nationally-advertised list prices. 
Beauty and durability . . . an “‘engineered”’ line. 
A compact, packaged line, easy to price and sell. 
Minimum stock requirements to meet a wide range of 
kitchens and pocket books. 

5. Simplicity in layout and construction which assures speed 

and easy of installation. 

6. Exclusive improvements which will help sell this line. 
Write today for FREE folder describing Lyon Kitchen Cabinets, show- 
ing how you can establish yourself as a leading source for cabinets 
that make possible the “dream kitchens”” women everywhere demand. 


> Orme 


* Designed by Harvey Knuth, one of America’s 
foremost designers of distinctive Kitchen Cabinets. 


LYON METAL PRODUCTS, INCORPORATED, 1021 Madison Avenue, Aurora, Ill. 
Branches and Distributors in All Principal Cities 













has genuine pats for every Hoover 
Cleaner made 





la the lawl Zé years 


Hoover Cleaners today are giv- 
ing their owners service far be- 
yond anything ever asked or 
expected of them. The reason: 
the quality built into the 
Hoover Cleaner and service by 
Made! 105 Hoover. The Hoover Company 
—_ offers genuine Hoover parts for 
every Hoover Cleaner made in the 
fast 25 years. This authorized 
Hoover service is available at 
minimum cost to Hoover owners 
all over the United States and 
nada. 
‘Tue Hoover Company. North Canton, 
Ole, Hamilton, Ontario, Canada 





This advertisement appears in lead- 
ing weeklies, monthlies, and wom- 
en’s magazines during September 
and October. 


Hoover Service Saves You Money 
Take no chances! Give your cleaner 





MOTOR cleanel. lubricated, new car. 
Lom brushes inatalied 
AGITATOR oF cleaned ant 








as 


#254 


Pus TAX 








The best Hoover salesman 
today is a Hoover Cleaner 
that’s doing a good job for 
its owner. 

l, But even Hoover Clean- 
ers need attention, and worn 
parts replaced, after years 
of service. 

Yet, some Hoover owners 
failed to have their cleaners 
serviced because they weren't 
sure where to go and they 
didn’t know how much the 


cost would be. 







cents higher in some are 








phone dieco===ai 
Cleaners”). If there is no Hoover 
listing. write us. When the service- 
man calls, insist that he show you 
his Hoover credentials. 
PS. Never discard worn or brok- 
on parts. They must be turned 
in for replacements. 








4 GEATS...AS 1 SWEEPS...AS 1 CLEANS 














Hoover advertising fea- 
tures service in national magazine advertising which tells Hoover 
owners where to go—and features a price for a typical service to 
show that costs are low. 

Hoover can provide genuine replacement parts for every 
Hoover made in the last twenty-five years. 

Hoover maintains a dependable service system in important 
points across the nation to handle the service work promptly 
with an added dealer service-franchise system for smaller 
communities. 

That means Hoover-owner good will that’s worth a lot in pre- 
sold prospects for Hoover dealers, when normal selling times return. 


The HOOVER 


REG. U, Se PAT. OFF. 


IT BEATS...AS IT SWEEPS...AS IT CLEANS 


The Army-Navy “‘E”’ award 
received three times for high 
achi tinthe p ducti 

of essential war equipment. 


THE HOOVER COMPANY 


North Canton, Ohio 


Canada: Hamilton, Ontario - England: Perivale, Greenford, Middlesex 
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BEN FRANKLIN walked with kings; and signed the Declaration of Independence. 
He crossed wits with the keenest diplomats of Europe; and helped write the 
Bill. of Rights. He was one of America’s richest men, but he never lost “the 
common touch.” His “Poor Richard’s Almanac” became the common man’s 


maxims; the precepts and inspiration that made millions respond and helped 
make America great. 


Franklin’s down-to-earth simplicity, his sincerity and realism, were unknown 
ot ignored in magazine-America twenty-five years ago. Then, True Story with 
is common touch, its stories and articles that put the lives of real people on 
paper in simple, unaffected language — made new millions read where none had 
ever read before. At first scoffed at and ridiculed, True Story gained momentum 
ftom the millions of new readers it understood and helped. It accelerated the 
gtowth of millions more readers for other new magazines. It influenced the 
basic pattern of existing general magazines. It re-directed the thinking of 
the movie, radio, newspapers — even of advertising itself. 


There has never been another True Story. Its 25-year leadership has never 
deen challenged. True Story’s influence in the Wage Earner Market is greater 


day than ever before—be it for a greater understanding or greater sales. 


FOR 25 YEAx> IME WAGE EARNERS’ FAVORITE MAGAZINE T ~ UJ 7 STO RY 


THE COMMON MAN, WELL INFORMED, IS THE GREATEST 
FORCE IN PRODUCING THE AMERICA WE WANT. 
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HOW TRUE STORY FOR SEPTEMBER 
FOCUSES THE “COMMON TOUCH” 
ON VITAL WARTIME PROBLEMS 


1. How to make a home in a boom town. 


2. How housewives in war work can 
prove geniuses on new methods. 


3. How Wage Earners can secure their 
own postwar jobs. 


4. How Capital and Labor can enter into 
new harmony and unity. 


5. How to solve problems of children 
of war marriages. 
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Quick servicing 
“for electric ranges- 
“ae ‘CHROMALOX | 


cooks seutéctly: Write 


EDWIN L. WIEGAND co. 
7525 Thomas Blvd., Pittsburgh 8, Pa. 











“post-war 
of every American farmer RIGHT 


Plan for 
Tomorrow's 


Sales Leader... 
The BEN-HUR FARM LOCKER PLANT 


@ A Farm Locker Plant is the 
plan” 


home freezing and storing farm-grown 
vegetables, meat, poultry—for delicious 


NOW. That means ready sales for you 
—just as soon as production is permitted. 


@ And the new BEN-HUR Farm Locker 
Plant is ready—and waiting. Ready to 
help your farmer friends to the economy, 


meal variety weeks and months later. 


@ This new sales volume is waiting for 
you, too, Let us put your name on the 
list for complete sales information on 


BEN-HUR FARM LOCKER PLANTS when 





time - 





and - 


634 E. Keefe Ave., 


food - savings advantages of _ this can be released. 


BEN-HUR MANUFACTURING CO. 
Milwaukee 12, Wis. 


Today—Back Our Fighting Men with MORE WAR BONDS 














MYERS Water Systems 
The F. E. Myers & Bros. Co., Ashland, O. 


Device: New convertible “H” series 
Myers Ejecto water systems. 


Sizes: Four shallow well capacities 
range from 530 gal. max. per hr. 
for $ h.p. unit to 2200 gal. per hr. for 
the 1 h.p. system. Capacities of deep 
well “H” Ejecto are equal to present 
models. 





Features: Convertibility—same pump 

and tank assembly. can be used for 
shallow or deep well service by at- 
taching proper Ejector assembly to 
pump. Cuts investment cost for 
dealers; only single size of Ejecto 
pump, plus deep and shallow well 
Ejector assemblies, need be stocked 
to serve customers for either instal- 
lation. If user finds it necessary, 
due to receding water levels, to 
change from a shallow well to deep 
well system, dealer can easily and in- 
expensively make change. 
Convertible feature permits a sim- 
plified method of packaging. Pump 
and motor assembly—and shallow 
and deep well assemblies—packaged 
separately; convenient to stock and 
handle; requires less stockroom 
space. 
Motor, pump and tank are assem- 
bled as a unit, motor and single mov- 
ing part may be detached for service 
or inspection. Pump case and dif- 
fuser plate designed to clear air 
through pump: to pressure tank; no 
waterlogged pressure tank. Pump 
has rotary seal ring; renewable 
without special tools, no adjusting 
necessary; no leakage; no overload- 
ing of motor. Same size for all 
pumps. Brass impeller—accurately 
machined and balanced; horizontal 
mounting facilitates passage of air. 
Pump shaft is short and accurately 
aligned for smooth, vibrationless 
operation. Simple air valve supplies 
air to tank automatically as needed; 
no auxiliary charging device re- 
quired. Motor is high-quality stand- 
ard make, ball-bearing, capacitor 
type; dual voltage, with overload 
protection. 


Electrical Merchandising, October, 
1944 


Hill-Shaw Appoints 


Milt Grey, general sales manager of 
the Hill-Shaw Co., has announced the 
addition of two new representatives to 
the Vaculator sales organization: 

Vernon Worman will cover North- 
ern Illinois, including Chicago. He 
will make his offices in Room 1584 of 
The Chicago Merchandise Mart. C. L. 





Pugh, headquartering in Columbus, 
will work Northern Ohio on Vaculat- 





or’s home and restaurant lines. 
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THE BEST 


is always worth 


waiting for... 


BVIOUSLY, the “BEST” we’re 

talking about is the Manning- 
Bowman Twin-O-Matie Waffle 
Baker. This popular favorite, to- 
gether with all the other top- 
quality appliances in the M-B line, 
will be back one of these days 
(soon, we hope). And it’s a line 
well worth waiting for. 


The picture ahead for Manning- 
Bowman is as attractive as the 
young lady pictured up above. 
More homes needing more electri- 
cal appliances than ever before. 
More money to spend. More urge 
for top quality. 


That’s why we think it might be 
a good idea for Manning-Bowman 
dealers to PIN UP the gal in this 
ad...some place where she will 
remind them that the Manning- 
Bowman line will PIN DOWN those 
extra-profit quality sales in the 
days ‘‘around the corncr.”’ Re- 
member, the best is always worth 
waiting for and... 


Mianning 


Bowman 
Mleans Best 


MERIDEN, CONNECTICUT 


KECP CN BUYING WAR CONDS 
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- +. we're set fo go! 


Sam gives us the word... 


facilities and the necessary “know how” to use them. 


The Seth Thomas plant pictured above can be ready at a 
moment’s notice. We’ve floor space of more than 300,000 
square feet . . . modern from top to toe and equipped with 
every facility for large-scale production of the finest self- 
starting electric clocks. 

Since war came, the wheels in our plant haven’t stopped 
humming for Uncle Sam. We’ve been producing intricate 
timing devices and precision instruments for the machines 
of war .. . on land, at sea and in the air. A big job, to be sure. 
And we’re happy that we’ve had both the complete plant 


Before long now—let’s hope—a cheerier day will come. 
Then Seth Thomas, “‘the finest name in clocks,” will be out 
front wherever quality electric clocks are sold. Our designers 
have kept an ear to the ground .. . an eye on the trend... 
and their designs for postwar self-starting electric clocks 
include many new and handsome models sure to become 
quick-sellers for you. 


We believe that the franchise for distributing these elec- 


tric Seth Thomas Clocks will be one of the greaiest assets a 
distributor can have. 


Typical of Seth Thomas self-starting electric clock designs 


recontoag ee 


i’ 


he Bee 


Amodern, neat and streamlined clock for stream- 


lined kitchens—the Seth Thomas “Spray.” 


An attractive, modern-looking clock inrich walnut 


Handsome green onyx and Lucite model, for 
case—the Seth Thomas electric alarm, ‘‘Echo.”’ 


desk or table—the electric Seth Thomas “‘Bolero.”” 


Seth Thomas Eleetrie Clocks 


SELF-STARTING 


ea neon On, BOnem. 
Seth Thomas Clocks, 


Thomaston, Connecticut. A 
division of General Time 
listruments Corporation. 
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The Eeonomic 
Reeonstruction of Europe 


HE time is fast approaching when allied 

and enemy populations alike will demand 

a blueprint for the economic reconstruc- 
tion of Europe. The peace plans following this 
World War will be written piecemeal, and by 
experts, at a series of continuing conferences, 
such as Hot Springs, Bretton Woods, Dumbar- 
ton Oaks and Quebec, each tracing a new pat- 
tern for negotiation and each dealing with 
a single, specific problem. In the drawing of 
these plans, the United States, as owner of 
more than half of the world’s industrial capac- 
ity, controller of the only great credit reservoir, 
and possessor of the largest force of highly 
skilled technicians and management engineers, 
has heavy responsibilities which its industrial, 
financial, agricultural and labor leaders cannot 
evade. 

* w% * 


Just what is the problem which the world’s 
business leaders must help solve in Europe? 

The best safeguard of peace is economic op- 
portunity—a good chance for all peoples to 
raise their standard of living by their own in- 
genuity, foresight and industry. 

Frustrated and disappointed peoples, who 
view the future with misgiving rather than 
hope, breed fanatical demagogues who seek to 
divert nations from their ills and disappoint- 
ments by promising military glory and con- 
quests. 

Consequently, an important step in building 
a secure and lasting peace is to open the doors 
of opportunity to the peoples of Europe. 

The greatest obstacle to opportunity in Eu- 
rope has been economic nationalism. 

The economic tradition of the Continent al- 
ways has been highly nationalistic. The national 
feeling generated by the first World War, and 
the political autonomy conferred upon many 
peoples by the peace treaties, led to a great 
growth of economic restrictions. This trend was 
accentuated by the depression and by the mili- 
tary plans of the Fascists and Nazis. Hitler had 
to show his people they could be fed even if a 
blockade was imposed again. The inevitable 
result of these influences was to carry self- 
sufficiency to tragic extremes. 

Economic nationalism holds down the stand- 
ard of living of Europe in two ways: 

1. It prevents the rise in most European countries 
of low cost mass production. 

2. It operates against an efficient geographical divi- 
sion of labor, preventing nations from doing what 
each can do best. 

Great machines require great markets. One 
great machine of which the United States has 
many and Europe few is the continuous strip 
steel mill. At the outbreak of the war we had 
twenty-eight such mills of various sizes, Eng- 
land but one, and Continental Europe one. A 
building containing one of these machines is 
more than a quarter of a mile long and the 
minimum cost of the mill is almost $25,000,000. 
Only the prospect of a mass market justifies 
production on this vast, but highly economic 
basis. 

The wasteful geographical distribution of 
production is shown by the agricultural policies 
of Italy, France and Germany. 

In the 1930’s, when lard sold for less than 8¢ 
a lb. in the United States, it cost 32¢ a Ib. in 
Germany. In Italy and Germany imports of 
wheat were banned and its production at home 
was heavily subsidized. By the middle of the 
1930’s, wheat sold for $1.55 a bushel in France, 
$1.97 in Czechoslovakia, $2.29 in Germany, and 
$2.47 in Italy. At the same time the United 
States and the other efficient world producers 
and exporters (Canada, Australia and Argen- 
tina) were restricting production and were un- 
able to average. more than about 75¢ a bushel 
for their wheat. 

Economic unity in Europe must ultimately 
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mean a freedom to trade not greatly different 
from what we have within the United States. 
Given economic unity and the large markets 
which go with it, efficient mass production will 
develop. With Europe receiving cheap supplies 
of such staple foods as wheat, pork, lard and 
dried fruits from overseas, European farmers 
can prosper by specializing in producing fresh 
foods—butter, cheese, eggs, fruits, vegetables. 

Then European agriculture will be more 
prosperous producing its specialties, and our 
agriculture (and that of the other great efficient 
surplus-producing countries as well) will have 
greatly expanded markets for our staples. 

With a cheaper food supply for Europe—yet 
one yielding a better price for our agriculture— 
European labor will live better. Labor now used 
uneconomically for agricultural production will 
be released for industry. With big machines 
and semi-automatic processes European labor 
can produce more steel, automobiles, furnaces, 
plumbing and electrical appliances to advance 
its standard of living in coming decades, as the 
United States has done in past decades. 

A rising standard of living in Europe will 
bring Europeans to view peace with optimism 
and hope. And world trade grows as confidence 
and prosperity widen. 


* w * 


How would a Europe which possesses eco- 
nomic unity appear to us on this side of the 
Atlantic? 

It would be a prosperous Europe that would 
have strength in its advancing industries, but 
as the single great agricultural deficit area of 
the world, it would be dependent upon over- 
seas supplies for vital agricultural staples. This 
dependence upon overseas agricultural supplies 
would be greatest for industrial Germany. 
Some people believe that a strong Europe 
would be a threat to world peace. More im- 
portant, however, is the fact that a strong and 
prosperous Europe would not be a frustrated 
Europe. It would have found a way to achieve 
a rising standard of living. Furthermore, a 
prosperous Europe would, economically, be a 
dependent Europe because, although the Euro- 
pean industrial worker would use more and 
cheaper food, he would have it only as long as 
he maintained the peace. 

A prosperous Europe would be of special ad- 
vantage to American agriculture (if we do not 
keep on pricing ourselves out of the market) 
and of great advantage to American industry. 

The British policy of buying agricultural 
staples from abroad, for example, made her, a 
nation of only 45,000,000, the purchaser, in 1937, 
of $250,000,000 of all kinds of agricultural prod- 
ucts from the United States. In the same year 
the rest of Europe (exclusive of Russia), with 
a population of 325,000,000 purchased only 
$300,000,000 of our agricultural products. But 
with more sensible organization of its agricul- 
ture, Europe could be expected to buy morc 
than one billion dollars of agricultural products 
from us. 

By far the greatest market for an expanded 
European industry will be Europe itself. 

For American industry, there will be grow- 
ing markets in Europe as industry expands. 
Experience shows that the trade between dif- 
ferent highly industrialized areas is large. This 
country’s biggest export markets have been 
with its keenest competitors—Britain, Canada, 
Japan, France and Germany. 

Before the war, Europe, with two and one- 
half times the population of the United States, 
had only one-sixth as many automobiles. 

If Europe (exclusive of Britain and Russia) 
were to motorize proportionately, it would need 
75,000,000 automobiles. With normal deprecia- 
tion this would ultimately mean 10,000,000 cars 





to be produced annually to replace worn oy 
cars. 

If one still wonders about the immense num. 
ber of things Europe might produce for hersel 
let him calculate the highway expenditures, th 
filling and repair station businesses that mug 
be equipped and maintained; and the doubling 
of the steel production that would be requirg 
to make the automobiles themselves and to re. 
inforce with steel even a moderate amount ¢ 
additional concrete highways. 

Another example is the electrification of Ey. 
rope. With two and one-half times our pop. 
lation Europe’s consumption of electrical ep. 
ergy would be 175 million electrical H-P., if th 
European worker were to have the advantap 
of as many H.-P. as the American. Yet, jus 
prior to the war, Europe’s installed operating 
eee was only about 40 per cent of this 

gure. 





* bs * 


What has been sketched for Europe is actu. 
ally much more nearly a page from the eq- 
nomic history of the United States than it js 
mere prophecy about a desirable future for a 
Europe at peace. But how can it be achieved’ 
And what is our part to be in helping to bring 
it about? 

Economic unity can be provided for the 
sovereign states of Western Europe by the 
peace treaty or treaties adopted at the end of 
the war. The provisions for securing economic 
unity in Europe should specifically cover: 

1. Substantial freedom for persons and enterprises 
to do business anywhere in Europe. 
2. Reasonably free movement throughout Europ 


of persons for employment, recreation and edv- 
cation. 


3. Greatly increased freedom of trade: 

a. Within Europe—through the application of 
Europe-wide agreement reducing the tariffs 
among all European countries to a maximum 
of 10 or 15 per cent. 

b. With the rest of the world—through reduc- 
tion of European tariffs on goods bought from 
overseas. This would call for generally lower 
levels on manufactured goods, and for the 
removal (after a reasonable period of pro- 
gressive reduction) of tariffs on all agricu- 
tural foodstuffs and most industrial raw ma- 
terials. 

4. A special currency provision requiring as nearly 
as practicable complete currency stabilization for 
all countries of Western Europe among each other. 

5. Creation of an agency (with adequate revenues) 
through which all Europe-wide business and 
other affairs affected by these agreements would 
be administered for a minimum period of twenty- 
five years. 

This would permit the economic unity of Eu- 
rope to be substantially achieved. During this 
period, assistance in administering the provi- 
sions would be given by officials of the United 
Nations. 

Near the end of such a period arrangements 
could be made for a vote in the Europea 
countries on whether or not to continue the 
“unification provisions.” If the vote were in the 
negative, the United Nations would have proper 
warning that additional safeguards would be 
necessary to prevent war. 

The suggestions made in this statement aim 
at securing economic unification of Europe and 
thereby promoting the possibilities of per- 
manent peace in Europe. 

The realization of these possibilities through- 
out the postwar years requires a freely ex- 
pressed public opinion in Europe to guide all 
who share the responsibility for bringing peace 
to Europe and to the world. 


ius 


President McGraw-Hill Publishing Company, Ine. 
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Buy From Your 
CENTRALIZED 


APPLIANCE PARTS JOBBER 


A ONE-STOP 
SOURCE OF SUPPLY 


The name of your Nearest Jobber will be sent you on Request 


APPLIANCE PARTS JOBBERS ASS'N, INC. 


A National Organization 


1015 Dime Building Detroit 26, Michigan 











RESISTANCE is what Counts! 


In Electrical heating appliances, it’s resistance that 
counts .. for the heating element is the heart of the 
appliance. 

Apart from producing heat, the element must resist the 
effects of its own heat. It must also resist physical and 
chemical deterioration. 

When the heating element is made of NicHRomE*, you 
have an unsurpassed selling point. You can assure the 
customer that the unit will do its work with dependable 
efficiency, throughout a long life of continuous use. 


After the war, when the appliance business will be 
more competitive, ask the manufacturer to help you sell 
quality and trouble-free performance. Ask him to assure 
you that his heating elements are made of NicHRoME* 
... the accepted standard of quality in heat and corrosion 
resisting alloys. NicHRomME* is made only by 
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Stromberg-Carlson Co. 


Clifford J. Hunt, sales manager of 
the radio division of Stromberg-Carl- 
son Co., Rochester, N. Y., announces 
the appointment of Frank J. Mc- 
Closkey as southern region sales repre- 
sentative. 





FRANK J. McCLOSKEY 


Mr. McCloskey, who for 15 years 
was representative of Gross Distribu- 
tors, Inc., will represent the radio di- 
vision of Stromberg-Carlson in the 
southern and southeastern states. 


General Electric Co. 


Christian Steenstrup, engineer in 
charge of General Electric’s refrigera- 
tion engineering division, who devel- 
oped the hermetically sealed refrigera- 
tor unit and is called the “father” of 
the company’s famous suggestion sys- 
tem, after 43 years of distinguished and 
efficient service has requested to be 
relieved of his responsibility as head 
of the division, according to an an- 
nouncement by J. M. Howell, manager 
of the Schenectady works. However, 
Mr. Steenstrup will continue for the 
present as consultant. Mr. Howell also 
announced the appointments of D. F. 
Newman, engineer, succeeding Mr. 
Steenstrup, and L. W. Atchison, as- 
sistant engineer, effective September 1. 
Mr. Newman was formerly assistant 
engineer, and Mr. Atchison, designing 
engineer. 

Advocate of the modern mass pro- 
duction of electric refrigerators, Mr. 
Steenstrup has 113 patents covering 
many phases of refrigerator manufac- 
ture and engineering. 


G-E Radio 


C. G. Fick has been appointed engi- 
neer of the Receiver Division of the 
General Electric Co.’s Electronics De- 
partment, according to I. J. Kaar, di- 
vision manager. He replaces W. B. 
Angus who is on an extended leave of 
absence because of ill health. 


Graybar Electric Co., Inc. 


Effective November 1, J. A. Mayer 
will become Atlantic District manager 
for Graybar with headquarters at Phil- 
adelphia. A. L. Hallstrom, now Atlan- 
tic District manager, will act in an 
advisory capacity until January 15, 
when he will retire after 50 years of 
service. 

The territory under Mr. Mayer’s 
jurisdiction will include the Graybar 
offices and warehouses at Allentown, 
Pa., Baltimore, Md., Harrisburg, Pa., 
Reading, Pa., and Washington, D. C. 
Mr. Mayer will bring to his new job 
more than 31 years of experience with 
the company. : 


OCTOBER, 





Ilg Electric Ventilating Co. 


For quicker and more efficient hap. 
dling of the ever-increasing ventilation 
business on the West Coast, Ilg Elec. 
tric Ventilating Co. has moved its San 
Francisco branch office to larger head. 
quarters at 826 Sharon Building, 55 





JAMES S. ROSE 


New Montgomery Street, San Fran. 
cisco 5, Calif. 

Ilg now operates seven branches ig 
the Pacific Division located at Seattle, 
Salt Lake City, Phoenix, El Paso, San 
Diego and San Francisco, all under the 
management of C. E. Parks, 816 West 
5th Street, Los Angeles 13, Calif. 

To manage the new branch office, 
Ilg has secured the services of James 
S. Rose, formerly supervisory methods 
engineer in charge of heating and ven- 
tilation, Curtiss-Wright Co., Buffalo, 


-N. Y. 


Amana Announces 
New Home Freezer 


Plans of the Refrigeration Division 
of the Amana Society, Amana, Iowa, 
include the production of a new home 
freezing unit, according to George 
Foerstner, head of that division. The 
company, long identified, with the 
planning engineering and building of 
complete frozen food locker plants— 
has developed their home freezer with 
this background of experience as well 
as that of building refrigerated display 
cases and coolers. 

Sales and advertising plans for the 
Amana home freezer are being de 
veloped and inquiries from distributors 
are invited. 


Florence Appoints 
New Product Designer 


Ralph E. Kruck, industrial designer, 
has been retained by Florence Stove 
Co., Gardner, Mass., according to a 
recent announcement by R. L. Fowier, 
president. 

To establish his own firm of indus- 
trial designers, Mr. Kruck recently re- 
signed from Westinghouse where he 
was manager of the Product Design 
Department at the Mansfield, Ohio, 
plant. 


Goldblatt Brothers, Inc. 


Emil Leventhal has been appointed 
buyer of major appliances for all the 
Goldblatt Brothers stores, it was air 
nounced recently. He will operate 
under the direction of Max Millmas, 
merchandise manager of the Home 
Furnishings Division. 
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Full-page color advertisements featuring Universal’s ““U”’ 
situ Plan for ““V” Day are appearing in 14 national maga- 
° Sto zines during 1944. A total of over 40 million messages 
ng toa will explain the “U” Plan to consumers, and help you 
Fowler get together with them for post-war planned purchases. 





f pays In addition to national advertising, Universal is bring- 
ently re- Pe - a - ee . ee ” 
nore ing many important merchandising aids to all “U” Plan 
Design dealers. You don’t have to be a Universal dealer to join > 


1, Ohio, the “U” Plan—fill in coupon now ! It costs you nothing ! Universal Electrical Appliances distributed in Canada 


exclusively by Northern Electric Company, Limited 
SUuEsaEEE SSSSaceeeaeersear. 


LANDERS, FRARY & CLARK Dept. EM 
New Britain, Conn. 


Gentlemen: 
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WASHERS 
were” Making News” 


Since 1876, nine years before Ottmar Mergen- 
thaler revolutionized printing with his first 


Linotype type-setting machine, Voss Washers 
have been good news to housewives for their 

















efficient, trouble-free performance, year in and ON 
year out. Today’s Voss Washers are the cul- » 

mination of nearly 70 years skill and experi- 

ence—with many exclusive features that make Bec 
the name Voss a synonym for washing and ligl 
wringing efficiency and safety. bei 
Tomorrow's post-war Voss Washer will be — 
an even finer machine but it too will incor- 

porate the sturdy, trouble-free construction Bu 


that has always been a Voss characteristic. 
Washer dealers can be assured of profita 


Site dai eae memes. «| | CELEBRATING 100 YEARS = 
OF SERVICE TO THE TRADE si 


washing machine they sell. 
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The house of McClurg’s wishes to ex- 
tend its gratitude and appreciation to di 
those, both customers and sources of | 
supply, who have made this long and 
successful history possible. Today, Mc- 














Clurg’s, continuing its time-tested poli- | 
cies of fair dealing, looks to the future 
confidently, ready to serve America for Ye 

another century. 

(“McClurg’s Centennial,” a brochure sewt 

: uper-e 

devoted to the history and present day choice 

activities of the company, is available. Mc 

If you wish a copy, please write.) tore. 
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HELP HEA 


on REDUCED FUEL OIL RATIONS 


Because our invasion navy needs more 
light fuel oils, rationing boards are 
being instructed to reduce oil rations 
for space heater users for the coming 
winter season! 


But you can help all those heater 
customers of yours to steady comfort 
next winter — by installing an A-P 
Thermostatic Heat Regulator Set on 
every beater using A-P Constant Level 
Oil Control. Easy to install, inex- 


DEPENDABLE 
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pensive, this Automatic Control Set 
quickly pays for itself in fuel savings, 
reater convenience, more uni- 
orm heating. No priorities needed. 
Fuel saving is a NECESSITY today — 
and a SALES OPPORTUNITY for you! 
Write for bulletin and prices on A-P Ther- 
mostatic Heat Regulator Sets 


AUTOMATIC PRODUCS COMPANY 
2400 N. 32nd St. Milwaukee 10, Wis. 


OIL CONTROL VALVES 
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CABINET MODEL 


Magazine Heater 


NOW... you can offer your customers 
super-efficient KOL-Gas Heaters in a 
choice of four beautiful modern Cabi- 
net Models. 
These units are packed with eye-appeal 
and exclusive KOL-GAS features en- 
able customers to see and understand 
the many superior advantages. 


Models . 


Dept. E.M. 


ing capacity. 





PI LATIN PPO cjeemy we. 










Model No. 524—ED 


Heat Unit with Economizer Heot Booster. 
Heoting Copacity 9,000-13,000 ow. ft. 





Sell KOL-GAS in these beautiful new Cabinet 
t . . enjoy satisfactory profits and build 
4 lasting customer good-will. 


Only Kol-Gas with Scientific ‘‘Fuel-Saving Heat- 
‘Booster’ offers ALL these advantages: Cokes the coal, 
then burns the gases with intense heat. Saves 1/3 fuel. 
Heats all day and night on one fueling. Provides 

'TH radiant and circulating heat. Longer fire travel 
adds 50% more radiating capacity, 60% more circulat- 
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...that’s why it’s running today 


For years an identifying, mark of a good electrical appli- 
ance, Belden electrical cords and plugs are an accepted 
token that the manufacturer was careful in the selection of 
the parts for his equipment. Belden cords have promised 


freedom from Corditis, and in this present emergency have 

P gency 
proved their value on a host of electrical tools and appli- 
ances that are still giving service. 











After the war, customers will again look for nationally 
advertised Belden cords and plugs as a guide in purchas- 
ing electrical equipment. Take advantage of the plus sales 


value of Belden cords. Specify appliances equipped with 


Corditis-free cords. 


BELDEN MANUFACTURING COMPANY 











4663 W. Van Buren Street, Chicago 44, Illinois 
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THESE 
MAGAZINES WHICH WILL 
CARRY SPACE... 


Freez-All is manufactured by an old line concern, 
established in 1899, long experienced in the manu- 
facture of commercial refrigeration and possessed 
of the firm belief that dealers selling its products 
must maxe money in order for the company to 
operate successfully. The business of each dealer 
will be important. Years ago Freez-All started de- 
veloping home freezers. Today the plans, the plant, 
the promotions are ready .. . set. to go! Let 
us send you complete information. Dealers are now 
being franchised, so write today. FREEZ-ALL DIVI- 
SION, Portable Elevator Mfg. Co., Dept. TI9, 
Bloomington, Hl. 
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SPONSORS SLOGAN CONTEST 


AS FALL PROMOTION 
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o tesecceecoes $1,000 in War Bonds 

CCCP ECSORDCCS 750 in War Bonds 

2 becccoccceee 500 in War Bonds 

ee ceseseceoos 250 in War Bonds 

60 veeee 100 in War Bonds 

1. Go to your dealer where entry form will be given to you 

free of charge or other obligation. Write 6-word (or less) 

slogon descriptive of VERD-A-RAY. Purchase ond use of 

VERD-A-RAY might be of value in moking you fomilior with 

the product, but it is not a condition necessory to entering this 
contest. Your own facsimile of entry will suffice 

2. Mail your entry to VERD-A-RAY CORPORATION, Toledo 5, 

Ohio. All entries must be mailed not later than midnight, 

December 31, 1944 








@ VERD.A-RAY 


light of ordinary frosted lomps, note the comforting “paste! greenish” white 
light emitted by VERD-A-RAY 
Scientific rereo 


treated minor accidents wer 





plants use VERD-A-RAY, one weh plant reporting ino trade 
poper thot hospital Weated headaches were reduced 69.13%, hospital 
© reduced 54%, and 357 productive man- 
hours were saved in one deportment in one month after proper installation 
of this new “gloreless 


WRITE TODAY. _ 


+ @ new type of incendescent light bulb scientifically 
designed to moke seeing easier, in comparison with the “pinkish” white 


sch data indicates improved visval (sharpness) acuity, 
relief from eyestrain and reduced glore 


cone 3. Entries will be judged on the bosis of originality of ideo 


Penmanship of fancy entries will not count extra. Decision of 
the judges will be final. in cose of ties, duplicote prizes will 
be oworded. 

4. No entries will be returned. All entries, ideas and contents 
thereof will become the property of VERD-A-RAY CORPO- 
RATION. 

5. This contest is open to any resident of the United States 
except the employees (ond their families) of VERD-A-RAY 
CORPORATION, or its offilicted companies, and is subject 
t- Federal, Stote and Local laws and regulations. 
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Amazingly Economical 
“Lo-Pilot” OIL BURNER 


—an Assured Super-Seller"! 


ALLEN’S “'Lo-Pilot’” Oil Burner (Patent Pendin 

provides hitherto unheard-of-fuel saving. 4 
remarkable economy is due to a ly de- 
signed pilot light which permits fast low-pilot 
to high-fire burner operation in mild or chang- 
ing weather, Fuel wastage in overheating is 


reduced . .. stand-by fu 
fically cut! y fuel consumption is dras- 


Deal and Distribut who are interested in 
the profit possibilities of this All 
should write or wire today. ~ soe 


ALLEN’S OIL BURNING PARLOR FURNACE 
Duotone Baked Enamel Model 4110-B 








ALLEN MANUFACTURING COMPANY, INC. 
NASHVILLE, TENNESSEE 











Guess you'll have to take that box home un- 
wrapped — We're saving our Paper fo help 


PLASTER HITLER 


That merchant has the right idea. His customer can 
get that package home all right without the usual extra 
counter wrapping. 


But our Army can't ship the weapons and the ammu- 
nition and the food our invasion forces need without 
plenty of paper wrapping. 

That's why Uncle Sam is asking you and every other 
storekeeper in America to help save paper in this 
and every other way you can think of. 


Remember every piece of wrapping paper, every 
cardboard container you manage to save is so much 
more paper and paper board available to the Army 
and Navy in shipping precious supplies to our boys. 


Get busy today and work out your own paper-saving 
methods—yes, and sell your customers on helping 
you save paper. 


And, last but not least, if there's not a Paper Con- 
servation Committee already organized in your town, 
get together with your fellow merchants and organize 
one. For paper conservation, you can take it from 
the War Production Board and the Army, is one of 
the biggest home-front war jobs and one of the most 
important. 


This advertisement prepared under the auspices of the 
War Advertising Council in co-operation with the Office 
of War Information and the War Production Board. 


LET'S ALL USE LESS PAPER 


Space for this advertisement contributed by Execrrica, MercHanpisINc 
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offers an INSURANCE 
POLICY’ guaranteeing 


Backed by the ‘CUP OF COFFEE! 
GREATEST 


$2.95 
25 MAGAZINES! OVER 46,000,000 * 
MONTHLY CIRCULATION! INCLUDING: 
Liberty - Life - Cosmopolitan + Saturday Eve- Randel 
ning Post - Ladies’ Home Journal - Women's 
Home Companion - American - Good House- PYREX 
keeping - American Home + Country Gentleman Brand Glass 
< ps ELE SG, ee Sy oe ake a aa ee 
CO., 311 N. Desplaines St., Chicago 
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THE WORLD'S FINEST 


ever put behind any 
coffee maker! 





8 CUP... $2.95 
4 cup (with cover) 








49 ways to put “GO” into 
YOURsalestraining meetings 


A quick guide for better results for any one in charge of meetings aimed to 
gain understanding and acceptance of ideas and to encourage action based 
upon them. In 49 to-the-point chapters, this book covers all aspects of planning, 
staging, and leading meetings—with many practical pointers, valuable tricks 
of the trade drawn from thirty years’ experience. 


Shows you... 


@ how to. make if easy for the 
audience to follow the meeting. 


@ how to insure smoothly-run- 
ning meetings, with variety and 
sustained interest. 


@ the fundamentals of good de- 
livery—how to successfully put 
across ideas, keep the audience 
in control, meet awkward situa- 
tions, etc, 


© requirements of using props, 
charts, slide-films, skits, etc., 
with good effect. 


© ideas and methods for plan- 
ning all types of meetings, from 
the “sales story’’ meeting to 
stunt and quiz meetings, includ- 
ing the devices to encourage 
audience participation, with em- 
phasis on demonstration work. 


Do you know how to set up the 
meeting room—how to stop the 
meeting at the right time? Do 
you know how to prepare your 
stuff and deliver it? Do you 
know how to use charts, props, 
skits, and other devices? How 
to pace the meeting, handle in- 
terruptions, deal with others who 
have a part in the meeting? It’s 
all in this book. 


You may not be called upon to 
handle as many meetings as Ed- 
ward J. Hegarty, who is known 
throughout the country for his 
work in conducting thousands of 
sales and training meetings, and 
discussions. But you can make 
those you do lead more interest- 
ing and MORE EFFECTIVE 
with the aid of his new book. 
See this book 10 days on ap- 
proval. 


HOW TO RUN 
A SALES MEETING 


By EDWARD J. HEGARTY 
Westinghouse Electric & Mfg. Co. 


237 pages, 5% x 8, $2.00 


So direct—so easy to apply are the points that a single readin 
will improve interest in and results from your meeting—will 
show you how to get out attendance, start the meeting, stop it 


on the right note, put sparkle, punch, and selling imto any 
meeting. 






Just 
Published! 








McGRAW-HILL EXAMINATION COUPON 

ms ti Book Co., inc., 330 W. 42nd St., New York 
» N.Y. 

Send me Hegarty’s HOW TO RUN A SALES MEETING for 10 

days’ examination on approval. In 10 days I will send $2.00 plus 


few cents postage, or return book postpaid. (Postage paid on 
cash orders.) 


WAMD  osccccncccccgemenadnedepe oosys oW Cepessreeccoriqnesgese 
BABTOES occ ccc cccccccccccccecdbdeveceseses bees ceoccccccceesce 
Clty Gti Btate. .. 20. ecccccccccncecevecvccccspesoccevcvssoccecs 


PROGMIOM «0c oc oc vec cccce ce ne ne cee cosccecswccusneebe shes gheanees 
EE, « ownnc ae4e* canemennabnnssescennssaaesie EM. 10-44 
(Books sent on approval in U. S. and Canada only.) 
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WHERE TO BUY 


PARTS, SERVICES & ACCESSORIES 

















WASHING MACHINE REPLACEMENT PARTS & SUPPLIES 


Aerobell—Boss—Gainaday—Laundry Queen 4 
Sunnysuds—Woodrow and Thirty Other Makes 


WRINGER ROLLS—LUBRICANTS—BELTS 


We have a PARTS JOBBER near you 


Walter A. Frantz 


Address on request e 


a ry A rrtr 
BUN WABLIEN\LULANG 





TUKING @ 


1251 DUEBER AVE., S.W 


CANTON 6, OHIO 












WYNAR 


CONTACT 


WHITE WRINGER ROLLS 


E-oodad rich 


WRINGER RBGLI 


NO MORE TROUBLESOME 
WRINGER MARKINGS 


NEW PROCESS PREVENTS 
SLIPPING ON SHAFT 


PERFECT FIT FOR ANY 
TYPE OR SIZE WRINGER 
SALESMEN, JOBBERS AND DEALERS 


155 STATE ST. 
ROCHESTER 4, N. Y. 




















opening. Four 








Radio CABINETS & BLANK 


Dealers, “we a wo @ money-making 
IMMEDIATE assortment o anks for quick re- 

placements. Also Cabinets cut to fit BIG SPECIAL 
DELIVERY Philco, Emerson, RCA, Fada, etc. 

Our comprehensive Catalog opens 


new opportunities for you. 
MODERNISTIC BLANKS 


Reautifully grained walnut, 


Model No. Long Deep High Dealer’s Price 
A 7% 4% 4% $2.10 


B 8% 5 5% 2.85 Black Imitation Leather Case 
( 10% 5% 6% 3.00 Removable dial panel for easy 
D 12% 6% 7-5/16 3.65 cutting. Inside 16” lg x 8%” 
NOTE :—Discount 10% on orders for 6 or more. GUARANTEE: Return- dp x 8%” hi. Order Model D-4, 
able after 5 day inspection, We ship C.O.D. if desired. No deposit neces- price $3.45. 
sary rite for catalog 


VAUGHAN CABINET CO., 3810 N. Clark St., Dept. 310, Chicago 13, lil. 


Speaker 
Cabinets 





Has speaker 

















Send for -- - 


McGee’s Fall 
RADIO FLYER 


Sensational Vibrator Supply— 
replaces batteries on Farm Radios. 


SPECIAL — Substitute Adapters 
and Tubes 


Latest Radio Supply Merchandise. 
Write for your copy—TODAY. 


McGee Radio & Electric Co. 
R-1044, 1225 McGee St. 
KANSAS CITY, MISSOURI 








Now.... 


GENUINE PARTS 


WASHERS and CLEANERS 
FROM ONE SOURCE 


Write for latest list which shows makes 
handled and discounts from published 
list prices. 


BROCKWELL ELECTRIC CO. 


Genuine Parts Exclusively 
106 E. 9th St. Chester, Pa. 


CHROMALOX UNITS 
SWITCHES AND PARTS 


For 











Standard and all makes of Electric Ranges 


F. N. CUTHBERT CO., Distributors 
Toledo 2, Ohio 











SPECIALTIES 


Electrical Mangle Roll Pads and Covers 
Vacuum Cleaner Bags, Ironing Board Pads 
and covers, washing and ironer covers, Ohio 
Textile Specialty Co., W. 54th, Cleveland, O 
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FRACTIONAL HORSEPOWER 


MOTORS—ARMATURES 
Rebuilt 
Repaired 

IMPERIAL msrtast COMPANY 


100 Blackstone Street 
WOONSOCKET, RHODE ISLAND 








OnE SOURCE OF SUPPLY 


410 Marquette, Minneapolis i, Mian. 
2409 S. Main, Housten 2, Texas 
White Wringer Rolis 


for all makes 
WASHER & CLEANER PARTS 


& APPLIANCE 








vVacuUM 
Our 132 - page 
FREE 2::.\.,"%; FREE 
Washing Machine & Vacuum Cleaner Parts. 
Save money by ordering all your supplies 
from one dependable source. 
Quality, Service, Low Prices 


MIDWEST APPLIANCE PARTS CO. 
2720-22 W. Division St. Chicago, 22, Ill. 














OFT CUSHION 
ALL SIZES FOR IMMEDIATE DELIVERY 
COMPLETE LINE OF WASHER PARTS 
AMERICAN ELECTRIC WASHER 
1766 E. 55th STREET 


co. 
CLEVELAND, OHIO | 





NEW ADVERTISEMENTS 


Received by October 23rd will appear in the 
November issue subject to space limitations. 











SELLING : 
EMPLOYMENT : 
UNDISPLAYED 
} ilabl dvertising merchandise ) 
10 Gents a “Word, “Minimum Charge $2.00. 
POSITIONS WANTED (full or part time in- 
dividual salaried employment only) '/2 the 
above rates payable in advance. 
BOX NUMBERS—Care of publication New 
York, Chicago or San Francisco offices 
count as 10 words. 
DISCOUNT of 10% if full payment is made 
in advance for 4 consecutive insertions. 








SEARCHLIGHT SECTION 


(Classified Advertising) 


“OPPORTUNITIES”: uagraNo'st 


—— 


DISPLAYED 


INDIVIDUAL SPACES with border rules for 
prominent display of advertisements. 


The advertising rate is $8.00 per inch for 
all advertising appearing on other than a 
contract basis. Contract rates quoted on 
request. 

AN ADVERTISING INCH is measured 74" 
vertically on a column—4 columns — 4 
inches to a page. E.M, 





—e 





POSITIONS VACANT 


WANTED MAN experienced in Electrical Ap- 
pliances or Housefurnishings, to establish 
and manage these departments for a western 
Massachusetts store. Potential volume in 
these departments $200,000. Write creden- 
tials, all replies confidential. P-684, Elec- 
trical Merchandising, 330 W. 42nd St., New 
York 18, N. Y. 
MAJOR APPLIANCE manager. Large resi- 
dent buying office expanding their elec- 
trical appliance division offers position to one 
thoroughly experienced in_ refrigeration, 
washing machines, vacuum cleaners, radios. 
State experience in detail also salary re- 
quirements in first letter. P-635, Electrical 
Merchandising, 330 W. 42nd St., New York 
18, N. ¥. 














POSITIONS WANTED 


ASSISTANT SALES manager-—General work. 

Eight years selling, promoting, handling 
of men and managing territory. An excellent 
record, Widely travelled and known in ap- 
pliance and houseware trade. Young and 
draft deferred. PW-688, Electrical Merchan- 
dising, 520 N. Michigan Ave., Chicago 11 Ill. 
MANAGER OF appliance departments wants 

position as buyer in department store in 
USA or Canada. At present with nationally 
known department store. Experienced in 
small and major appliances, lighting fixtures, 
wiring sundries etc. College graduate, pro- 
gressive, widely traveled, excellent reputa- 
tion and references.— A. PW-686, Elec- 
trical Merchandising, San 
Francisco 4, Cal. 


SALESMAN AVAILABLE 


ELECTRICAL APPLIANCE salesman with 

20 years experience in Southwestern states. 
Can start immediately. Forty-three years 
old and know the territory. Reply with full 
particulars to: Rex Grayner, 1633 E. Culver, 
Phoenix, Arizona. 








68 Post Street, 














REPRESENTATIVES AVAILABLE 








UNLIMITED OPPORTUNITY 
FOR DISTRICT 
REPRESENTATIVES 


There is no ceiling on this oppor. 
tunity for several District Repre 
sentatives, to be added immediately 
to the field organization of Com. 
bustioneer, leading and pioneer 
maker of automatic coal stokers for 
homes, commercial buildings, apart. 
ments and factories. Combustioneer’s 
consistent record of saving money 
and labor and preventing fuel wast. 
age—plus wartime publicity on fuel 
conservation, has added tremendous 
impetus to sales which have steadily 
accelerated over the past 10 years, 
So if you have the ability to fran. 
chise and work with distributors 
and dealers, this is an unlimited 
opportunity to cash in on great im. 
mediate and continuing sales. Pro. 
tected territory, salary and commis. 





sion. Write, giving details which 
will warrant a prompt interview, to 
Sales Manager, 


COMBUSTIONEER 
Springfield 





MANUFACTURERS AGENT; 27 years in 
Wisconsin territory. Desires post-war con- 
nections. Will handle billing if necessary. 
Box 530 Matiison, Wisconsin. 
CANADIAN SALES outlet. Canadian sales 
organization household goods wishes to 
contact manufacturers as sales representa- 
tives for four Western provinces in Canada. 
RA-676, Electrical Merchandising, 330 W. 
42nd St., New York 18, N. Y. 
BALTIMORE-MARYLAND—A client of ours 
is interested in factory representation or 
distribution in this area. Address: National 














Advertising Co., 308 S. Hanover St., Balti- 
more 1, Md. 
OLD ESTABLISHED wholesale house in 


Louisville, Kentucky interested in securing 
distribution of well-known line of small elec- 
trical household appliances; also major ap- 
pliances. RA-689, Electrical Merchandising, 
520 N. Michigan Ave., Chicago 11, Il. 
MANUFACTURERS PLANNING post-war 

expert. Aggressive organization 15th year 
of successful business possessing live _con- 
nection in principal markets of Latin 
America interested in foreign distributor- 
ship of quality lines of radio, refrigerators, 
washing machines and other home appli- 
ances. For particulars write RA-687, Elec- 
trical Merchandising, 330 W. 42nd St., New 
York 18, N. Y. 

ESTABLISHED SALES agency in Pacific 

Northwest desires electrical house appli- 
ance lines and other electric lines have live 
wire sales organization and own warehouse 
with established jobber accounts give com- 
plete post-war plans. RA-690, Electrical Mer- 
chandising, 68 Post Street, San Francisco 4, 
Cal. 

















BUSINESS OPPORTUNITY 


MIDDLE WEST or western territory Man- 

ager, division manager or manufacturers 
agent available. Twenty years, branch man- 
ager, division manager, sales promotional 
manager, salesman; experienced small, major 
appliances, automobile, typewriter. Appear- 
ance, personality good. A-1 references, bond- 
able. Health good, age 47, married. A-693, 
Electrical Merchandising, 520 N. Michigan 
Ave., Chicago 11, IIl. 








NATIONAL 
FURNITURE MANUFACTURER 
OFFERS 
REAL OPPORTUNITY 


One of our clients, a large manufacturer in the 
home furnishing industry, will in the near future 
have several attractive openings in their sales 
organization. The positions offer Hent future 
possibilities and permanency to young men in 
their early thirties with selling experience in ap- 
pliance and allied fields. The work is fascinating 
and interesting to those who like selling and 
merchandising. College education desirable. 


Dept. EM 
Henry, Hurst & McDonald, Inc. 
520 North Michigan Ave., Chieago, Mi. 











RADIO TUBES | 


FOR SALE 


Quantity 227s and 245s. | 


Will trade for other numbers of 
other merchandise. 


What have you to offer? 


No trade or order too smail or foo 
large. Prices etc. gladly furnished. 


WAKEM & WHIPPLE, INC. 
200 East Illinois St., Chicago 11, Iliad 











Arthur Swanson and Associates 
INDUSTRIAL DESIGN 


EXECUTING PRODUCT DESIGNS 
FOR POST WAR MANUFACTURING 


540 N. Michigan Ave. Chicago 11, Ill. 


Immediate Delivery! 


100—Fan duty Motors, AC—DC—110-volt 


H. U. MANN 


540 Lake Shore Drive CHICAGO 











WANTED 


Delco, Kohler Plants 
Motors AC & DC, generators, 


appliances. 
Describe fully, state cash price. 


F. P. EGAN 











Eau Claire Wisconsin 


We need 1/3, 4, } and 1 HP, 25 cycle} 
motors, suitable for refrigeration se 
ice, single phase, 110 or 220 volts 

HALLE ELECTRIC COMPANY | 
Colorado Springs, Colorade} 











(Additional Selling Opportunity advertising on page opposite) 
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qualify. 


VITA-VAR 


NEWARK, 


- §$ALESMEN WANTED 


An unusual selling opportunity is offered to salesmen in 
several territories along the eastern seaboard. 


This opportunity will interest the successful 
salesman who knows the paint and hardware 
dealers in his territory, who is looking for a 
broader opportunity, and who wishes to increase 
his present earning capacity. 


Our expansion in the Trade Sales Field and the increas- 
ing demand for our exclusive agency proposition has 
made openings for a number of additional paint sales- 
men in the Atlantic seaboard states. 


If you have a good, continuous employment record 
as a producer, we have an opportunity for you. 


Previous paint experience is not necessary, but 
applicants must know the paint and hardware 
dealers in their territory. 


SALARY—a liberal salary and opportunity for 
increased earnings is offered to the men who 


Write us in detail about yourself and your experience. 
Your letter will be held in strict confidence and no 
references will be used without your permission. Please 
write fully as no interview will be granted unless com- 
plete business and personal history is given in first letter. 


CORPORATION 


Trade Sales Division 


NEW JERSEY 


ATTENTION 
APPLIANCE 
MANUFACTURERS 


Established Maryland com- 
pany reliable, financially 
sound, well known. Desires 
exclusive territory for Mary- 
land or will purchase out- 
right complete line electrical 
appliances for every pur- 
pose in carload lots. Apply 


RA-682, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 














OPEN TERRITORY 


Manufacturers Agents 


To handle complete line of Oil-Burning 
and Gas-Fired Space Heaters and Floor 
Furnaces, together with Frozen Food Cabi- 
nets. If you have been contacting Jobbers 
Wholesalers, or Dealers, write us giving full 
particulars as well as lines carried and 
present territory covered. 


Lonergan Manufacturing Co. 


ALBION, MICHIGAN 
Sales Manager 





Lines Wanted 


Radio, Electrical, Household 


for Exclusive distribution State 
of Florida. Bank and trade ref- 


erences. All replies confideniial. 


AFFILIATED ENTERPRISES CO. 


230 E. Ohio St. Chicago, Ill. 


Mr. Manufacturer 


Do your plans require a Field Serv- 
ice Representative for the Detroit 
Area? 

Young man, age 37, married, who 
has had fifteen years experience serv- 
icing appliances for the home, wishes 
to join a progressive organization as 
Service Representative. He has the 
ability to diagnose and correct serv- 
ice problems and to report them in- 
telligently. He can follow instructions 
and is qualified to instruct others. 

For more information and interview 
write 


RA-680, Elec. Merchandising 
620 No. Michigan Ave., Chicago 11, Ill. 





...NO “METAL TASTE” 
—brewing coffee by CORY 
Gloss Vacuum Method 


ae Cc © R Yu, 
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Cory Advertising 


of which above is a 
sample in reduced size 
— appears every 
month in leading na- 
tion magazines and 


trade publications. 


Cory Glass Coffee Brewer Co. 
325 North Wells St. Chicago 10, Ill. 

















Progressive, well-established firm, de- 
sires to link up with a Manufacturer of 
Electrical Household Appliances—for 
post-War Distribuiion. Bank and trade 
References. 


RA-692, Electrical Merchandising 
520 N. Michigan Ave., Chicago 11, Ill. 














HOW ARE YOU FIXED IN TEXAS? 
Is buti 


your distribution ready to cash in on the 
great and ppliance market? If 
not, here’s a way to get that Tibution ! 
Young man with wide sales and promotion ex- 


Derience with both appliance manufacturer and 


ve 

several non-competing lines. If interested, 
RA-681, Electrical Berchantene 

520 N. Michigan Ave., Chicago (1, Ilinols 











SAINT LOUIS JOBBER 


Large organization, ample 
warehousing facilities, sub- 
stantial capital, covering Cen- 
tral States thoroughly, desires 
electrical, radio, housewares, 
novelty lines. All propositions 
considered. 
Write Harry Rettaire, Sales Manager 


M. B. SINGERMAN 


116 So. Fourth St., Saint Louis, Mo. 














Manufacturers Representative 
ROCKY MOUNTAIN TERRITORY 


Specializing in Musical Instruments, 

ical Appliances since 1924. We 
can give you the finest dealer & 
Wholesale contacts with our Organ- 
ation. We know our territory. New 
Mexico-Colorado-W yoming-Montana - 
Utah, Nebraska-South Dakota. 


W. H. CONNORS 
390 Ash St. Denver, Colorado 














RUSSELL & COMPANY 


MANUFACTURERS REPRESENTATIVES 


OFFICE AND SHOWROOMS 
WESTERN MERCHANDISE MART 
1355 Market St « San Francisco 3, Calif. 





ST. LOUIS DISTRIBUTORS 


warehousing facilities, 
large sales force, wide 
distribution, seeks to job 
outright radios, small ap- 
pliances, electrical goods, 
musical specialties, and 
other articles of merit. 
Please reply to 


RA-679, Electrical Merchandising 


520 N. Michigan Ave., Chicago, Ill. 
















Ready made distribution system for Mil- 
Waukee, Wisconsin and upper Michigan is now 
fiailable for household appliance lines. Direct 


contacts desired. 
We are physically and financially able to han- 
top grade lines in this territory in a mutually 
All repiles will be held in the strictest con 
fidence. ¢ 


G 
North Michigan Ave., Chicago 11, Il. 





fA-c23, ELECTRICAL MERCHANDISIN 








Well established firm, for many years 
wholesalers of Refrigerator and Electrical 
Parts; reliable, financially sound, well 
known. Desires from Manufacturer deep- 
freeze Boxes and Refrigerators—Post-War 
Distribution. 


RA-691, Slectrical Merchandising 
520 N. Michigan Ave., Chicago 11, Ill. 








16 years of electrical retail and whole- 
sale business experience as manager 
of big and small conctrns enable me 
to form in Philadelphia a strong or- 
ganization of my own. 


This organization is intended to sell 
all electrical appliances like: washing 
machines, refrigerators, vacuum clean- 
ers, irons, toasters, radios, etc. 
Manufacturer, if you are looking for 
a reliable, vigorous, creative, initiative 
retail and wholesale organization in the 
East please write to 


RA-678 Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 








HEDGEMASTER 
Portable 







ELECTRIC 
TRIMMER 








THE ONLY 
TRIMMER 


DOUBLE 













Both blades move in op- 
posite direction—an ex- 
clusive HEDGEMASTER 
feature. Nothing to obstruct 
shrubbery from entering the 
cutting blades nor to limit the size of 
stalk that may be admitted to them, No 
vibration—smooth operation, dependable 
performance and long life. Models for 
the home owner, and caretaker, landscape 
gardener, nurseryman, etc. Well balanced 
to fit the hand without wrist strain. May 
be used to trim hedges, shrubbery, trees, 
rass, etc. Powered by Universal Motor 
or use on AC or DC current. Will cut 
heavy stalks without stalling motor. Model 
7 shown here has 7/2” cut; overall length 
of handle 834”; net weight 31, Ibs, All 
models reasonably priced. Available 
after the war. 





L. J. KAUFMAN MFG. CO. 
MANITOWOC, WISCONSIN 
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A Pioneer Passes 


George A. Hughes, 71, founder and 
chairman of Edison General Electric 
Appliance Company, died September 9 
in St. Lukes Hospital, Chicago. He 
was known in the electrical industry 
as “the father of the electric range,” 
having organized the Hughes Electric 
Heater Co. in 1910 to manufacture 
the first commercially sold electric 
ranges. In 1918 he directed a merger 
which resulted in Edison General Elec- 
tric Appliance Co. of which he con- 
tinued as president. 

A graduate of the University of 
Minnesota, Mr. Hughes worked for 
newspapers as a reporter in Fargo and 
Bismarck, North Dakota, before join- 
ing with his father and brother to form 
the first local electric companies. He 
later sold his interests to his brother, 


Edmund A. 
Electric Range Changed Habits 


Human nature, always straining for 
the dramatic, rarely recognizes the little 
things that really revolutionize human 
habits. Thus the inventor of the wheel 
way back 5,000 years ago did some- 
thing that still affects all of us today. 
In the death of George A. Hughes 
there has passed a man who has set 
up another milestone in human prog- 
ress, something that will carry on for 
10,000 years or more. For the electric 
range has changed human habits, as 
they had not been changed from ancient 
Egypt to the year 1910. 

The story of how George Hughes, 
who had been a western utility man 
and a newspaper reporter, grasped 
upon the idea of supplying electric 
heating for the wide open spaces 
where it was impractical to run gas 
lines, has been told during the past 
year in the series of articles on the 
Evolution of the Electric Range which 
ran in ELEecTRICAL MERCHANDISING. 
The purpose of this story is to em- 
broider the human side of the man. 

He always disclaimed being an in- 
ventor, saying that all he did was to 
take something that had been invented 
and apply it. Others brought out elec- 
tric ranges too, but the Hughes product 
was the first one that was practical 
and that stood up. 

ll] never forget that summer of 
1910 when we put together our first 
five ranges,” he told ELectrrcaL Mer- 
CHANDISING, “It was in a loft on West 
Superior Street in Chicago, over an 
egg candling plant. In that hot 
weather it was a toss-up to see whether 
the range or the smell of eggs would 
win out.” 

He dashed about the country over- 
coming the féars of utility men, and 
demonstrating from a suitcase. “If I 
had not been a utility man I would 
never have been believed, and if I had 
not been a newspaper man I could 
never have gotten across the publicity 
necessary to intrigue the public.” 


General Electric Enters Picture 
In 1918 a merger took place in which 
General Electric became owner of the 


company, combining Hughes Electric 
Heating Co. with Hotpoint. George 
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GEORGE A. HUGHES 


Late Chairman and founder of Edison 
General Electric Appliance Co. 


Hughes became president of the com- 
pany, surrounded himself with talented 
promotion men and engineers, and the 
march toward acceptance started. 
Realizing that the electric range was 
something that the public regarded 
curiously as‘a toy, Mr. Hughes sur- 
rounded its development with the best 
engineering obtainable, and made his 
product as nearly foolproof as possible. 

He was president of Edison General 
Electric Appliance Co. until 1940, 
when he retired to become chairman of 
the board. He was honored by the 
Modern Pioneer Award of the National 
Association of Manufacturers and re- 
ceived the McGraw Award given to 
the man adjudged as contributing the 
most to his history. 

Last February, the day he returned 
from Mayo Hospital after the removal 
of a kidney, he sat with this writer in 
his big office, sipping water and dis- 
cussing his operation. He summed up 
the men he had been contemporary 
with. He repeated what he had said in 
1930 about being lucky to have had 
A. L. Marsh, the inventor of resistance 
wire, precede him, and to have: the 
utilities ready for growth just after 
he brought out his product. 


The Hughes Philosophy 


“People look on me as a pretty fortu- 
nate man,” he said, “both as to the 
position I have arrived at, and the 
money I have made. But the irony of 
t all is that after a man makes a lot of 
money and is in a position to enjoy it, 
his health won’t let him. So here I am, 
no more ahead in the world than a 
boy in the shipping room. However, 
I dont let myself think of these things. 
I prefer to think of the deed of a 
youngster in our family, who is in 
aviation in the Army. He had been in 
the South Seas for months and there 
is a new baby in his family in Wash- 
ington. The minute he set foot in San 
Francisco he proceeded to wangle per- 
mission to fly non-stop to Washington 
to see that infant. That youngster 
tearing across the country in four or 
five hours by air did something I never 
dreamed of, and I suppose the young 
folks will go on doing that year after 
year in the future. Making my range 
was the same kind of fun, I think, and 
that’s what really has counted in my 
life.” T.F.B. 
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Reconversion 


The "Eyes" Have It 


Television set owners are enthusiastic boosters 
(Fourth of a series on products to sell in post-war) 


By ‘Lansdell Anderson 


The Department Stores Are Getting Set for Post-war 
By Laurence Wray 


Bigger and better appliance departments, better trained and paid 
salesmen, point way to real merchandising revival according to key 
executives 


Service Men You Should Know.........................-- 


More pictures of men you know who are signing your repair parts 
letters 


One Dealer's Post-War Plan _ By C. M. Davidson 


Miami dealer discusses his five post-war objectives 


Winnipeg—Where average annual use exceeds 5,000 
kw, hrs. By Tom F. Blackburn 


Aggressive selling plus cheap rates result in high average consumption 
in Canadian city 


Servicing Horton lroners and Washers .................. 


Photographic Supplies as a Sideline ..................... 


Holme Radio, Milburn, N. J., dealer plans to continue photographic 
supplies department after the war 


A Unique Merchandise Carrier By Cecil Seger 
Heating Equipment Has Been a Life-Saver ........... 


White Appliance Co., Nashville, Tenn., found furnaces, blowers, heat 
controls, filters available for replacement purposes when other appli- 
ances were not 


Don't Get Cluttered Up, Dealer Warns................ 


Fred Nahr, Trenton, N. J., exercises ingenuity in turning over merchan- 
dise while awaiting the return of electrical appliance business 


Home Freezers—Post, Present and Future 


By Dr. D. K. Tressler 
An interesting analysis of the growth of home freezer business 


ro Minnesota's 735,000 Families Want After the 
ar 
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ON’T let anybody pour water—cold or hot— 

on your enthusiasm for Lovell Pressure Cleans- 
ing Wringers! There’s a lot of talk about other ways 
to wash clothes, but for people who really have a 
home laundry problem, there’s stiJ! nothing like 
the Lovell-equipped washer. Here’s why. 


HE big balloon rolls squeeze out the last dirt 

from even the daintiest fabrics without damage. 
The sealed-in wooden bear- 
ings need no lubricant, all 
metal parts are rust-resistant 
—so there’s nothing to soil or 
stain the wash. Lovell Pressure 
Cleansing Wringers do 90% 
of a woman’s lifting! No won- 


der Lovell users are in love 




















with their machines! And as if that didn’t make 
Lovell-equipped washers just about the easiest thing 
to sell profitably ... 


OVELL Pressure Cleansing Wringers have been 
L vigorously advertised to the American public for 
years and years and years. That advertising is going 
on right now in The Saturday Evening Post, Good 
Housekeeping, True Story, and Parents’. This adver- 
tising is keeping Lovell users 
sold on Lovell-equipped ma- 
chines. It is selling thousands of 
new prospects. Take advantage 
of this and be sure the washers 
you handle in the days to come 
are equipped with Lovell Pres- 





sure Cleansing Wringers! 
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Another Answer to—WHAT’S AHEAD FOR KELVINATOR RETAILERS? 


Kelvinator’s postwar Electric Range Pro- in the electric range field for Kelvinator 
gram, already far advanced, will utilize to retailers. 


the fullest the sound ‘‘retail-minded” strat- Hemalilien, is anothalaaaina i iene 
egy that was the pattern for the tremendous i . 
. of the franchise Kelvinator retailers possess 
sales gains of Kelvinator in the two years é i 
-— and with which they can build a sound, 
; e ‘ highly-profitable, veneer ageeee Son —™. 
Built specifically to crack open the vast It is another reason why we =: oe —- . 
range market . . . this aggressive program Kelvinator retailer—with ; gre e.. = 
with its competitive prices and product, postwar line of Electric Ranges, Beta. 
and a dramatic new sales story thaf | Water Heaters, Refrigerators and Home 
simplifies the retailer's selling problem, — Freezers—will bold i ence, 
is destined to capture a dominant place ee ee 








